MIND EXPANDING MARKETING 


e A totally expansive blitzkrieg of oddity! 

National TU and radio, print and 

on-line campaigns and promotions! 
© An all-encompassing, oddity jammed pre-sell program! 
e A Mudokon-freeing PR revolution! 
e Delectably delicious demo disks. 
© True-to-odd point-of-purchase promotions! 

life-size standees! Banners! In-store videos! And more! 
© Crossover promotions and tie-ins get truly odd! 


For more information call GT Sales @ (212) 726-4281 
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Our Interviewing the Big Guys feature ends for 
1998 with industry players Electronic Arts, 
Sony, Namco, Interplay, and Sierra. Page 34. 


By Ben Rinaldi 


lectronic Arts just got a 
little bigger with the 
recent acquisition of 


Westwood Studios from Spel- 
ing Entertainment and 
Viacom. EA purchased all out- 
standing stock of 
Westwood and cer- 
tain assets of Virgin 
nteractive for 
$122.5 million in 
cash. The transac- 


tion essentially 
removes Virgin as a 
player in the 


videogame industry 
and the status of 
upcoming Virgin 
games like Thrill Kill 
and Recoil is up in 
the air, as EA did not 
reveal their future plans for 
these games. Pending regulato- 
ry approvals, the acquisition is 
expected to close at the end of 
September. 

With Westwood, EA adds 
another top-notch studio to 
their impressive list of develop- 
ers ensuring that they remain at 
the top of the industry They 
now hold the rights to 
Westwood's best-selling fran- 
chises including Command & 
Conquer and Lands of Lore. The 
sale comes just in time for EA to 
reap the benefits of the soon-to- 
be released sequel Command & 
Conquer: Tiberian Sun, one of the 


Electronic Arts 
Buys Westwood 


most anticipated games of the 
year for PC. Westwood had 
been shopped around by 
Spelling and Viacom for some 
time as they were looking to 
reduce debt and concentrate on 


C&C: Tiberian Sun 


their core television business. 

EA was quick to jump at the 
opportunity presented by 
Spelling and even went so far as 
to sign Westwood founders 
Brett Sperry and Louis Castle to 
five year deals. President of EA 
worldwide studios, Don 
Mattrick explained, "Westwood 
is one of the most respected stu- 
dios in the world, with an 
impressive portfolio of best- 
selling franchises and brilliant 
creative talent. Their strong PC 
product line will allow us to 
provide an even broader array 
of high quality products to our 
customers." GW 
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MicroProse Goes To 


Hasbro 


By Ben Rinaldi 


fter acquiring Atari's 
classic line of arcade 
games and Tiger 


Electronics, Hasbro continued 
its buying spree with the pur- 
chase of long time PC games 
publisher, MicroProse, Inc. 
MicroProse had been looking 
for a buyer for some time before 
lasbro finally stepped up. The 
deal comes after rumored inter- 
est from THQ and planned 
merger between MicroProse 
and GT Interactive failed in 
February. The two companies 
were in negotiations for a 
month before coming to terms 
on the purchase price estimated 
to be $6 a share or $70 million 
including assumed debt and 
redeemable preferred stock. 
Hasbro will merge MicroProse 
and its operations with its soft- 
ware publishing arm, Hasbro 
Interactive and future titles will 
be co-branded as a 
MicroProse/Hasbro game. 

According to Hasbro 


HASBRO 
Interactive 


Interactive president Tom 
Dusenberry, Hasbro saw this 
as the perfect opportunity to 
expand in three important 
areas; brands and content, 
R&D assets and European dis- 
tribution. "We're very excited 
about the acquisition. 
Combining our resources with 
MicroProse's expertise in 
game development is a perfect 
match for both companies," 
said Dusenberry. MicroProse 
is well known for making 
quality games and have some 
of the most successful fran- 
chises of all time. Games like 


Continued on page 2 


Cendant Puts 
Software Division 
on the Block 


By Reilly Brennan 


ecent problems at 
Cendant Corp. have 
caused the company to 


out its consumer software 
division up for sale. The com- 
pany has hired Credit Suisse 
First Boston to handle the sale 
or initial public offering of the 
division, which includes 
Sierra, Knowledge Adventure, 
Blizzard Entertainment and 
Davidson & Associates. 
Cendant recently sold its 
Iebdo Mag International sub- 
sidiary, a classified ads pub- 
isher, to management and has 
also announced the resigna- 
tion of its chairman, Walter 
Forbes. 

Henry R. Silverman, presi- 
dent and CEO stated, “We 
have no comparative advan- 
tages as owners or managers 
of our software businesses. 
Accordingly we have deter- 


Continued on page 2 
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Sony Corp. 


a 


Acclaim Entertainment 


w 


Electronic Arts 


8 Ocean of America 


10 Sega of America 


12 12 Mad Catz 


13 14 Eidos 


14 16 Hasbro Interactive 


18 18 Fox Interactive 


17 20 GT Internactive 


** - Not in Top 20 last month 
Source: NPD Interactive Entertainment 
Software Service 
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Miles of Marketing 


- Hard icing promotions! National TV, 
print and on-line campaigns! 


- A hot-wired pre-sell program! 
- Road devouring PR! 


- Revved up in-store promotions! Life-size 
standees! Banners! Posters! Sweepstakes! 
And more! 


- Bomb bursting crossover promotions! 


PlayStation 


© www.gtgames.com ^ www.singletrac.com 


GT Interactive 
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MicroProse Goes To Hasbro 


Continued from page 1 


Civilization, X-Com, MechWarrior, Magic the Gathering, 
Star Trek: Next Generation, Top Gun, F-15 Strike Eagle and 
Worms have all been critically acclaimed and will give 
Hasbro the necessary resources to compete in almost all 
major PC game categories. Many hard-core gamers 
know the MicroProse name but viewed Hasbro as a toy 
company, the merger gives them instant credibility and 
allows Hasbro to be a full fledged player in the PC 
industry. Along with the games and technologies in 3D 
simulation, artificial game intelligence and networked 


Magic the Gathering 


game capabilities, Hasbro was attracted to 
MicroProse's strong international operations as the toy 
company was actively pursuing the international mar- 
ketplace. 

"This now gives us a legitimate presence in the 
European distribution market and that had been a goal 
of Hasbro's for some time," added Dusenberry. 
“Almost ov ernight we became a $100 million European 
company.” 

MicroProse already had plans to develop games for 
Dreamcast but now it looks official as Dusenberry con- 
firmed plans to convert their action titles to all home 
consoles saying, “It makes perfect sense to convert 
MicroProse's action titles to home consoles including 
Nintendo 64, PlayStation and Sega's Dreamcast." 
Exactly which games will appear on multiple platforms 
was not disclosed. 

The acquisition goes even deeper than the points 
highlighted above. Having the necessary resources, the 
possibilities of action figures and toy lines based on 
MicroProse properties is another avenue that Hasbro 
can pursue and capitalize on. GW 


September 15, 1998 


Toys "R" Us Reveals Second 
Quarter Financial Results 


By Jennifer Klinger 


oys "R" Us has reported its financial results for 

| the second quarter ended August 1st. Sales 

remained constant at $2 billion, the same amount 

as the second quarter last year. Sales for the first six 

months of 1998 were slightly higher than a year ago, 

$4.1 billion versus $3.9 billion. Second quarter net earn- 

ings were down from $15.9 million compared to $36.7 

million last year and net earnings for the first six 

months of 1998 were also down from $66.1 million in 
1997 to $35.1 million in 1998. 

The poor results were explained by TRU CEO, 
Robert Nakasone, "Our USA comparable toy store sales 
decreased 2% for the second quarter and were flat for 
the first six months. This was primarily due to lower 
sales of video hardware, including the impact of price 
deflation, as well as lower sales of virtual pets, plush 
and action figures, all of which had very strong sales a 
year ago." Nakasone also added that international sales 
were impacted because of the downturn in the 
Japanese economy. 

TRU said that a long-term plan is in place to help 
them rebound. This includes a new senior management 
team, less inventory to improve operational efficiencies 
and new store prototypes offering diverse merchan- 
dise. For the rest of 1998 TRU plans to open 5 new 
stores in the U.S. and 35 new stores internationally. GW 


Cendant Puts Software 
Division on the Block 


Continued from page 1 


-mined these units do not fit within our future business 
model. Cendant will immediately classify Sierra and 
the other consumer software businesses as discontin- 
ued operations and will report financial results for 
these units on this basis when the company restates its 
financial results. 

Cendant was the creation of a merger between CUC 
International and HFS Inc. last December. Since that 
time the corporation has come under fire from 
investors for questionable accounting practices. 
Cendant's stock has taken a quite a hit since the prob- 
lems first started, dropping more than 50 percent. GW 


X Marks The 


By Ben Rinaldi 


oftware-specialty store, Babbage's Etc. is testing a 
new store format called Planet X. Irying to differ- 
entiate themselves from competitor, Electronics 
Boutique, Planet X 
will still be targeted 
at core game-players 
but will also carry 
specialty products 
designed to attract 
those consumers 
who are interested in 
other aspects relat- 
ing to the video 
game business. 
Besides software, 
Planet X carries a 
wide assortment of 
toys, action figures 
and graphic novels 
based on video games. The action-figure market alone 
is huge with toys based on Tomb Raider, Final Fantasy 


Inside a PlanetX 


Spot For Babbages 


VU, Quake II and 
Nintendo’s upcoming 
Zelda and Pokemon 
games leading the 
way. The new mer- 
chandise will appeal 
to gamers and allow 
Babbages early entry 
into an untapped 
market. By stocking, 
liscensed product 
Babbages hopes to 
set a trend and be a 
leader in a category that has yet to be fully exploit- 
ed. 

Babbages opened two test stores recently, one in 
Paramus, NJ and one in Glendale, California. Initial 
response has been positive but only time will tell if 
consumers take a long-term interest in the new for- 
mat. If all goes well Babbages will convert all of their 
stores to Planet X. GW 
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GT Interactive 
Reports Ist Quarter 
Earnings 


By Reilly Brennan 


G: Interactive Software reported 
its financial results from its fiscal 
first quarter ended June 30, 1998. 
Net Revenues rose 13 percent to $116 
million but net income was down from 
$4.4 million or $.07 diluted earnings per 
share in the first three months of 1997 to 
$1.8 million or $.03 diluted earnings per 
share in the same period 1998. The loss 
in net income is attributed to cost 


Unreal 


increases of $3.1 million due to mergers 
and acquisitions and depreciation 
expense for new financial and opera- 
tional systems and higher rent related to 
new facilities. Additionally research and 
development expenses increased $13.5 
million, which includes $3 million for 
additional development in company 
studios as well as $9.5 million in 
advances to third parties. 

GT chairman and CEO, Ron 
Chaimowitz explained other develop- 
ments during the quarter, “We contin- 
ued to grow our publishing business 
this quarter, driven by the global best- 
seller, Unreal, and experienced contin- 
ued strong sales of industry chart-top- 
pers Deer Hunter, Rocky Mountain Trophy 
Hunter and Freddi Fish 3. Chaimowitz 
also added that publishing sales were 61 
percent of total sales and value publish- 
ing increased 22% over last year. 

Some highlights of the first quarter 
includes; 500,000 units shipped of 
Unreal, Deer Hunter and Rocky Mountain 
Trophy Hunter among the top selling PC 
games for the quarter and GT achieved 
the number three market share in games 
(units, dollars). GT is looking forward to 
a strong line-up of games in the second 
quarter spear-headed by Oddworld: Abe's 
Exoddus for PlayStation and PC, Duke 
Nukem: Time to Kill for PlayStation, 
Rogue Trip for PlayStation and Blood II & 
Deer Hunter II for PC. GW 


Nintendo Serves 
Up Kentucky 
Fried Pokemon 


By Ben Rinaldi 


intendo is preparing to invade 
the U.S. shores with their wildly 
popular Pokemon franchise from 


Japan. More than 8 million Game Boy 
games, one million music CDs and 400 
million trading cards based on 


Pokemon have been sold in Japan. In 
order to build awareness here in the 
States, Nintendo is launching a cartoon 
series, a toy line and of course the 
Pokemon Game Boy title. On top of that 
Nintendo recently announced a promo- 
tional campaign with Kentucky Fried 
Chicken that will run from November 9 
through December 20. 

As part of the $17 million dollar cam- 
paign, visitors at KFC restaurants can 
collect or directly purchase one of four 
Pokemon character beanbags or purchase 
a KFC kids’ meal and receive a special 
Pokemon toy, such as coin pouches, 
puzzle blocks and stickers. To support 
the promotion KFC will run 15 and 30 
second television spots and ads in 
national magazines. They will also post 
point-of-sales material inside KFC 
restaurants. 

Nintendo added that Pokemon has 
already achieved a “must have” for the 
holidays and stated that the partnership 
with KFC will only add to the excite- 
ment. For their part Nintendo will pro- 
vide Game Boy systems and Pokemon GB 
software for demonstration in KFC’s dis- 
play units, run ads in Nintendo Power 
magazine and highlight the program on 
their pokemon.com web site. GW 
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Sabrina Performs Magic On the PC 


By Ben Rinaldi 


endant Software and Simon & 
Schuster Interactive are planning 
to give little kids a chance to 


interact with Sabrina: The Teenage Witch 
on the PC. This fall Cendant, with help 


Sabrina: The Teenage Witch for the PC 


from a joint-venture with Simon & 
Schuster will launch the game based on 
the popular television series starring , 
Melissa Joan Hart. Cendant had 
enough foresight (and some luck) to 
acquire the rights to the license before 
the show became the 
worldwide success it is 
today. Sabrina the game is 
a 3D adventure that takes 
players on a wild ride 
through worlds and back- 
drops modeled from the 
actual TV sets on the show. 
Aimed at the untapped 
8-12 year old girl market, 
general manager of the 
Cendant Software/Simon 
& Schuster joint venture, 
Sue Kisla is confident they 
have a winner on their 
hands as fans of the show 
are sure to want the video 
game, "Sabrina is a typical 
teenage girl that I think 
girls can relate to. She's 
smart, witty and friendly and some- 
thing girls aspire to be. It's a fun whole- 
some licensed entertainment game." 
From the beginning, the goal was to 
match the game's look and feel closely 
to the show. Using the actors to do the 
voices helped add a touch of "realism" 
and small details from the game were 
carefully monitored to conform to the 


show. "The development of the game is 
very much in tune with the characters 
of the show. It's very funny, very in-line 
with something you would see from 
the show,” added Kisla. "We were con- 
stantly in approval process with 
Viacom. They approve 
the art work and make 
sure we're being true to 
the show. Everything 
from the script to the art- 
work to what the charac- 
ters are saying and what 
they look like got 
approved by Viacom." 

When the game is 
released, Cendant plans 
to give full support at 
retail with in-store POP 
material and print adver- 
tising in teen magazines. 
Cendant also plans a lim- 
ited time promotion to 
pack-in Tiger Electronics’ 
"Salem the Cat" Gigapet 
with the first fifty thou- 
sand copies of Sabrina. A cross-promo- 
tion with the upcoming Sabrina music 
soundtrack is another way Cendant 
plans to spread the word. 

With a well recognized license at the 
height of popularity and the growing 


Sabrina: The Teenage Witch for the PC 


girl market, Cendant is hopeful that 
Sabrina will offer an excellent alterna- 
tive to the Barbie games that dominate 
the market. Kisla closed by saying, 
^We're real excited about it. It's a phe- 
nomenal license to have. I think it's a 
great product that will be on every kids 
Christmas list." GW 
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Companies Shift Focus To 
Younger Gamers 


By Ben Rinaldi 


Ti: kids who grew up on video games in the 80's 
have become adults and are naturally looking 
for the hard-edged, adult-oriented games. With 
the increased horsepower provided by PlayStation 
and Nintendo 64, developers have been able to 
depict much more realistic and violent 
games. Titles like Resident Evil, GoldenEye, 
Twisted Metal and Turok are all under- 
standably best-sellers because they 
appeal to this demographic. 

Now that the grown-up market is 
well covered, especially on the 
PlayStation, what about the new 
generation of young gamers in 
the 8-14 age group? It seems 
nearly everyone has forgotten 
about this somewhat untapped 
market. Nintendo is one company 
who hasn't ignored this segment. 
Many of the games for Nintendo 64 are 
geared to young kids, especially during 
the early days of the system's life. As 
a result of concentrating on this mar- 
ket, Nintendo has achieved phe- 
nomenal success despite being 
criticized for not having more 
adult games. N64 games 
consistently appear on 
top-ten sales charts and 
many games like Mario 64, 
Mario Kart 64 and Diddy 
Kong Racing have sold 
over one million units in a 
very short period of time. 
Nintendo is slowly developing more 
adult-oriented games but they will never abandon the 
young target market that has been so good to them 
and with games like Twelve Tails: Conker 64 and 
Pokemon, they are sure to enjoy more success. 

Sony has taken the opposite approach with the 
PlayStation. They locked up the older players from the 
start with games like Resident Evil, WarHawk, Battle 
Arena Toshinden and Tomb Raider. Sony and their third- 
party companies are now focusing efforts toward the 
younger consumer as explained by Sony VP of sales, 


Jack Tretton, "With upcoming games like Spyro the 
Dragon and Crash 3 we should attract that younger 
consumer that I think is not untapped, but unmaxi- 
mized for us." A number of other 

moves have been announced over 

the past few months that point to 
the shift in PlayStation's demo- 
graphic. At the E? Expo in May, 
Sony announced a publishing 
agreement with Disney 

Interactive. Sony will pub- 

lish and distribute A Bug's 

Life and Tarzan, two titles 

that are targeted at kids. 

Tretton also revealed that 

Sony and THQ have signed 

an agreement that will have 

them co-market THQ’s 
upcoming  Rugrats game. 
Third-party developers 
like Psygnosis have fol- 
lowed Sony's lead with 
recent releases like Spice 
World, Rascal and Rosco 
McQueen. 
NewKidCo is best 
known for developing 
software titles for young 
children. They believe 
the PlayStation market 
is wide open and come this 
November they plan to launch 
two Sesame Street games for 
PlayStation aimed at pre- 
schoolers. NewKidCo presi- 
dent Hank Kaplan explained, “With the tremendous 
popularity of the Sesame Street property combined 
with Sony's initiative to provide PlayStation enter- 
tainment to a younger demographic, we are confident 
that this new line of titles will be tremendously 
received by parents and children alike." 

Adult oriented and violent games are popular, 
there's no disputing that, but having a well-rounded 
line-up of software that appeals to both young and old 
is becoming the new standard for large publishers. GW 


Tommy" from 
Nickelodeon's 
"Rugrats. 


U.S. Government Puts 
Taiwan on Notice 


By Ben Rinaldi 


ccording to the Interactive Digital Software 
pv (IDSA), Taiwan has been guilty of 
looking the other way when it comes to piracy of 
computer and videogame software. Recently, the U.S. 
Trade Representative agreed and placed Taiwan on the 
"Special 301" list. The 301 list is the tool used by the U.S. 
government to highlight countries who do not provide 
adequate protection of intellectual property rights of 
U.S. content industries. 
President of the IDSA, Douglas Lowenstein, com- 
mented, "The U.S. government has had an on going dia- 
logue with the Taiwanese on violations of intellectual 
property rights for years. But these talks have not result- 
ed in sufficient, concrete, measurable actions. The 
Taiwanese have made some progress, but a sustained 
and effective enforcement regime is still lacking, and 
until one is in place, Taiwan will be under the micro- 
scope.” 
According to figures given by U.S. officials Taiwan 
was responsible for more than $102.6 million in losses in 
1997 due to the illegal manufacturing and exporting of 
videogame cartridges and console and PC CDs. The next 
move is up to the Taiwanese government. If no action is 
taken to crack down on piracy, harsher actions are 
expected against Taiwan. GW 


Hastings Entertainment 


Plans 54 New Stores By 
New Millennium 


Reilly Brennan 


ultimedia software retailer, hastings, 
Mw Entertainment, xcd 

Inc. is a relative newcomer 
in the industry having opened its first superstore in 
1991. In a short period of time the company eeing 
phenomenal growth, so much so that they r cently 
announced plans to add 54 new stores to their existing 
123 by the year 2000. Six new stores have opened in the 
second quarter of fiscal 1998 with another six planned 
by year's end. 
The accelerated growth is due to a number of factors 
as explained by John Marmaduke, chairman and CEO 
at Hastings, “A key reason we decided to accelerate our 
store expansion program is the success we've exhibited 
with our proprietary system for information, purchas- 
ing, distribution and inventory controls that took four 
years and approximately $13 million to develop and 
implement.” 
Hastings superstores offer an extensive product line 
of music, PC software, console software, videotapes 
and videogame rentals. GW 
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They may act a little funny, but don't worry. Once this 
sales force is in your store, it's strictly business. 

After all, many of these characters have over 60 years 
of marketing experience behind them. 60 years of wacki- 
ness that appeals to adults as much as it does to kids. 

The Looney Tunes™ Animated Jigsaws™ and Crazy 
Paint™ line of products from SouthPeak Interactive lever- 
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SouthPeak Interactive For more information, please contact: 


One Research Drive Sales Department 
(919) 677-4499 ext. 6554 


International Sales, ext. 4434 


Cary, NC 27513 


www.southpeak.com 


NEW SALES STAFF. 


age that brand equity to the max. You simply stock the 
shelves, and these popular figures virtually sell themselves. 
But just to make sure things go smoothly, we've also 
added a multi-million dollar promotions plan, including 
television, radio, magazines and newspapers. 
To order these exciting titles, call your SouthPeak 
representative today at 1-919-677-4499. 
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The Next 20 Years: An Interview with Ramano Rao 


By Marshal M. Rosenthal 


ack in New York, having someone 
B» the future for you did- 

n't take more than popping into a 
storefront on 8th Avenue and plunking 
down two bucks to have your palm 
read. The Ziff-Davis sponsored "The 
Next 20 Years" lecture series is a bit 
more precise - bringing the best and 
brightest “futuroligists” on a road trip to 
such cities as New York, Chicago and 
Los Angeles. It's a chance to dig into the 
depths of where our humanity is head- 
ing as technology embeds itself into 
every inch of our lives, and what makes 
it interesting to us in the gaming world 
is to find out what the "big thinkers" 
foretell as happening to the gaming 
community. 

So it becomes a rare opportunity to 
speak with someone of the stature of 
Ramano Rao of Inxight. A graduate of 
MIT, he has authored and co-authored 
nearly 20 patents and is 
the co-inventor of the 
“Hyperbolic Tree" and 
the "Table Lens" (two 
novel techniques for 
interacting with large 
amounts of information 
in a wide range of 
applications). He has spent 10 years at 
Xerox’s Palo Alto Research Center 
(PARC) building systems and publish- 
ing research in a variety of areas includ- 
ing information visualization, intelli- 
gent information access, paper user 
interfaces, document imaging, object- 


inxight 


A Xerox New Enterprise Company 


oriented programming, reflection, and 
window systems. As a founding mem- 
ber and chief technology officer for 
Inxight (which was established by Xerox 
in Palo Alto, California in 1996 with a 
mission to capitalize on breakthrough 
user interface, linguistic, and informa- 
tion access technologies invented and 
developed at PARC and Xerox Research 
Center Europe (XRCE) in Grenoble, 
France), Rao leads the engineering 
organization in its charge to build prod- 
ucts based on Xerox's research in next- 
generation user interface and natural 
language technologies. 


First, how do you see the work that 
was done back at PARC as having influ- 
enced the history of electronic gaming? 


RR: Regarding the history, there are a 
few things that I had direct experience 
with which I believe 
were very early com- 
puter games. On the 
Alto [we] ran 3 par- 
ticular games which 
in many ways were 
bare bone instances 
of much broader 
genres at this stage. Asferoids, my guess 
was the first implementation of shoot- 
ing things coming at/after you, since 
the Alto was the first bitmap display 
personal machine. A triangular gun 
site sat in the middle of the string and 
asteroids came flying toward it. The 
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user could pivot it and 
fire using the keyboard 
keys There was also 
Mazeware and Trek - two 
networked multi user 
games. Mazewar was a 
maze from the perspec- 
tive of being in it using 
ine drawings, and the 
people were represented 
by eyeballs. You could 
move a cell at a time in 
he maze, turn, peek 
around the corner. You 
could see others and tell 
how far they were and 
where they were facing, 
etc. because of the size 
and direction of the eye- 
alls. I remember that there was a guy 
named Andy Daniels who knew the 
game so well that he knew how to avoid 
being killed ever, by moving out of the 
cell you were shot in, within the tick you 
were shot, so the program would con- 
sider you hit. At the PARC 20th 
anniversary, lots of family, friends and 
others played Mazewar and I remember 
Andy sweeping through the game, just 
killing everybody, never being killed, 
until he was tired of it. Trek meanwhile 
was based on Star Trek and was much 
much more sophisticated. I don’t think 
there's a need to describe it since you 
guys are a whole lot more knowledge- 
able than me anyway (grin). But let me 
add this comment: Xerox gave net- 
works of Altos to several universities, 
including MIT. I’m sure young com- 
puter scientists were exposed to these 
early games during those late college 
student hours. My guess is some 
threads may go back to this. 


What can you tell us about the 
Natural Language technologies you are 
working on? 


RR: Getting machines to understand 
language is a very hard problem and it’s 
sometimes painted in science fiction-ish 
terms. But some parts of it have been 
“cracked” and by using those parts well 
we can make many systems and appli- 
cations more effective and usable by 
humans. In particular, our stuff is about 
recognizing that language is made of 
words and phrases and sentences and 
concepts, not ascii bytes. So if you type 
“White House” without any special syn- 
tax into a search engine (like Infoseek) - 
the “hits’ you'll get back are what you as 
a human would expect. That's because 
Infoseek incorporates our word and 
phrase tools in their indexing process. 
Realizing that "White House" is a noun 
phrase, and seeing it occur frequently, 
are enough for Infoseek to put the 
phrase into their index so that you get 
this when you ask for it. 


So is there a future for natural lan- 
guage interfaces to impact on the gam- 
ing field then? 


RR: Hmm.... Fantasy games - where it is 
about dialogue between humans and 
electronic avatars or agents or interac- 
tive characters or whatever you might 
call them - is one area where language 
processing components would be useful 
(although probably not having much 


Ramano Rao 


impact on those high-twitch 
boy games). 


So has gaming gone as 
far as it can with the current 
tech or are there new sys- 
tems waiting out there? ` 


RR: First, I'd note that gam- 
ing has much to teach busi- 
ness applications, because it 
gaming] is ahead of infor- 
mation technology in utiliz- 
ing technologies like 3D, 
animation, and sound to cre- 
ate an experience that lever- 
ages our human abilities. 
Thats why some of these 
games can be so engaging. 
On further thought - and this is less 
about technology than it is about peo- 
ple - gaming may rise to a new level 
when it can engage a broader range of 
people, and that may indeed mean 
incorporating more of the kinds of 
things which keep scientists, writers, 
strategists, analysts, scholars, and 
knowledge workers in general 
engaged: resulting in games that are 
incorporating interesting information 
into rich interactions. 


So gaming won't be improved by 
technology so much as by.... 


RR: ...Education and the breakdown of 
the boundary between it and entertain- 
ment. I really don't believe people 
want to be couch potatoes or slaves to 
brain rot machines. Beyond those 
games relying on reaction and physical 
actions (and no judgment is meant on 
these), there can be games of learning, 
exploring, knowing, and growing 
intellectually. 


Wouldn't that point towards the 
Internet as a "gatherer" of people who 
could interact with each other in a 
gaming community? 


RR: I think that's what's exciting about 
the Internet - it engages and encour- 
ages engagement with others directly. 
Any public event with a few speaking 
to the many can't naturally achieve that 
same level of event participation. But 
because "The Next 20 Years" is about 
the future and about looking quite far 
out, it inherently can draw people into 
thinking about these questions them- 
selves. And once they are thinking 
about the future, many will start think- 
ing about what kind of future they 
would like to see and what that might 
suggest about how they should apply 
their attention. 

20 years is the space between gener- 
ations, and so it makes you think about 
what life will be like for our children 
when they are adults. It creates for me 
an enormous sense of immediate and 
personal responsibility for the future. 
Technology for some evokes unbridled 
optimism, for others deep cynicism. 
Myself, I think it is a matter of what we 
make of it, because not all of its possi- 
bilities can be exercised at once. So I 
think it's well worth thinking about 
what do we want to do with the stuff 
and what value would that have to our 
lives and those that follow us. GW 
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dustry News 


Adrenalin Signs 
Distribution 
Agreement With 
Simon & Schuster 


By Ben Rinaldi 


drenalin Interactive has signed 
As exclusive three year publish- 

ing and distribution agreement 
with Simon & Schuster Interactive. The 
agreement calls for Simon & Schuster to 
distribute Adrenalin’s The Pink Panther; 
Hocus Pokus Pink in the U.S., Australia 
and Canada. Financial terms were not 
disclosed but Adrenalin will receive an 
advance royalty check prior to the 
release of the game in the fall. 

Simon & Schuster’s strength in distri- 
bution resources was key to Adrenalin 
as explained by their chairman and CEO 
Jay Smith, “We are very excited to have 
one of the leading entertainment com- 
panies supporting our product. We are 
looking forward to a long and successful 
partnership with Simon & Schuster 
Interactive.” GW 


First Information 
of NeoGeo Pocket 
Emerge 


By Ben Rinaldi 


enter the handheld market domi- 

nated by Nintendo and Game Boy. 
Launching this October in Japan, the 
NeoGeo Pocket will be released just in 
time to go head-to-head with the new 
Game Boy Color which launches in 
September. Many agree that the Game 
Boy Color will be run-away hit and 
going up against Nintendo will be a for- 
midable task for SNK. Despite not 
being in color, the company believes the 
NeoGeo Pocket has enough unique char- 
acteristics to succeed. 

The 16-bit NeoGeo Pocket has new fea- 
tures never before seen in a handheld. 
Instead of using a directional pad it uses 
a Joystick lever that allows full 360 
degree rotation. It will include built-in 
functions such as a calendar, a world 
clock, an alarm timer and a horoscope. 
Furthermore, its built-in Clock function 
allows time to pass even after the sys- 
tem has been shut down. But the one 
feature SNK is heavily relying on is the 
compatibility with Sega’s Dreamcast. 
Using a special adapter that is sold sep- 
arately game information can be shared 
between the two systems. The ability to 
create new games and collect data from 
your Dreamcast game and transfer it so 
you can play on your NeoGeo Pocket 
opens up endless gameplay possibili- 
ties. 

The system is set to launch with 
eight SNK games but no announce- 
ments have been made concerning 
third-party support. If it takes off (and 
that's a big "if") software support will 
come from many of the big name play- 
ers in the videogame industry. When it 
is released in mid-1999, the expected 
selling price will be 569-579 with soft- 
ware costing between $30-$40. GW 
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Activision Plans 
Vigilante 8 For N64 
and Sin-ful Mission 
Pack for PC 


By Jennifer Klinger 


intendo 64 owners have watched 
N: PlayStation owners gleefully 

enjoyed blowing each other up in 
vehicular combat games like Vigilante 8. 
Thanks to Activision’s announcement 
that they will release Vigilante 8 for N64, 
they no longer have to sit on the sidelines 
and watch. One of this summer’s more 
popular games on PlayStation, the explo- 
sive auto combat game rumbles toward 
Nintendo’s system with more of every- 
thing. Thanks to the N64's power, 
Activision promises more explosive 


Vigilante 8 


graphics, faster gameplay and four-play- 
er action exclusive to N64. Activision 
gave no firm release date but did state 
that a winter release is likely. 

“Since its launch on June 1, 1998, 
Vigilante 8 has revved up PlayStations 
worldwide and set a new gold standard 
for the car combat genre,” said 
Activision senior VP Alan Gershenfeld. 
“Now we are taking the franchise to an 
all-new level by releasing the first game 
of its kind on the N64." 


Sin 


Activision also announced an agree- 
ment with developer 2015 Inc. to create 
the first mission pack for Ritual 
Entertainment’s Sin. The official add-on 
will be published by Activision and will 
feature 13 new levels, a newly created 
storyline and all-new weapons and 
monsters. The goal is to expand on the 
characters and add more dynamic story 
elements to the popular first-person 
shooter. The Sin mission-pack will be 
the first release for 2015, however they 
are no strangers to the game industry 
and were chosen for their “dynamic 
style, unique ideas and commitment” to 
make the Sin add-on a top-notch prod- 
uct. Tom Kudirka, president and 
founder of 2015 explains, “Once people 
get their hands on Sin, they'll definitely 
want to extend the experience. We hope 
to deliver more of the same great game- 
play and adventure with the addition of 
exciting twists and surprises." GW 
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By Marshal M. Rosenthal 


he recent Red Herring / 

Hollywood event in Santa 

Monica was a place to exchange 
ideas and listen to the "movers and 
shakers" expound on where they see 
the still somewhat “platonic” marriage 
of the Internet and Hollywood going. 
The focus seemed to be less on the tech- 
nology and more on how companies 
could continue to grow their “brand” 
online, and one of the hottest topics 
was that of copyright protection and 
how to keep intellectual content from 
being appropriated and  misused. 
While technologies like Liquid Audio 
are already in place to allow a con- 
sumer to download music (while main- 
taining the integrity of the owner's 
copyright, most of the Hollywood 
companies seem to feel that placing 
high quality Kui ee sre of their 
"brand" online will result in piracy and 
financial loss. 

One of the exhibitors at the confer- 
ence, Online Monitoring Services, is 
addressing this concern with a propri- 
etary technology that continuously 
monitors the Internet for clients, pin- 
pointing any sites misusing the clients’ 
intellectual property (sites are ranked 
based on their greatest potential busi- 
ness impact to the client, such as copy- 
right and trademark violations, video, 
graphics, etc.). This protection bridges 
the wide range of ways that intellectual 
property can be misappropriated and 
then found on the internet - such as 
through hardcopy scans, television, 
radio, among others (as an example, 
OMS finds sites that pirate media 
client’s content, including full length 
songs and full length unreleased 
movies). Brandy Thomas, CEO and 
Chairman, says that a major obstacle 
to those in Hollywood placing their 
best content on the internet is a finan- 
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cial one: “There’s money to be made 
on the Web, and if the studios and 
other entertainment companies aren’t 
capitalizing on it, someone else will 
(and probably already is),” he says. 
The bottom line, according to Thomas, 
is that a company’s contentis out there 
in mass circulation on the Internet 
regardless of whether they put it on 
their own Web site or not, and so two 
tremendous issues must be faced: that 
of exposure and opportunity loss. 
OMS estimates that major media 
companies leave between $25MM and 
$50MM on the table each year because 
they fail to maximize their licensing 
opportunities on the Internet. “This 
money is not a pipe dream,” says 


Industry News 


Hollywood and the Web 


Thomas, “ASCAP and BMI have 
already announced that they will col- 
lect this money.” OMS also calculates 
that companies risk tens of millions of 
dollars by allowing other to use and 
permutate their property and logos 
without authorization. “There was an 
article in Fortune that said Mario of 
Nintendo was worth $250 million to 
the company,” says Thomas. “What 
about Bugs Bunny or Mickey 
Mouse?” And with bandwidth 
increasing, OMS sees the need for 
companies to be ever more diligent 
t about protecting their content - 
music, videos, graphics and text - 
and make sure that the online prof- 
its come in to them. However, not 
everybody is joining the copyright 
“party line”: for example, C. Chris 
O'Hanion (C.E.O. of Spike, a large 
Australian strategic internet ser- 
vices company) who believes that 
the unprecedented growth of the 
internet as a medium will probably 
redefine, if not totally eradicate, the 
whole idea of copyright in the near 
future. 
Another area of concern is how 
to move past a  U.S.centric 
approach online - after all, the web 
encompasses the world and there's no 
reason to think that only Americans 
should be targeted. Gordon Paddison, 
Director, Interactive Marketing, New 
Line Cinema, joined a panel in dis- 
cussing how Hollywood could use the 
web to more effectively target the 
world-wide audience. "There's an 
addition to the 'cyclical' process we're 
used to,” he begins, “where interest ina 
brand, such as a movie (take Lost In 
Space for example) flags down for a bit 
after the release and then picks up 
again when it's time for the video to 
come out."  Paddison notes that 
extending the "brand" 
requires vigilance and 
attention - and that the 
World Wide Web means a 
world-wide audience: 
“When Lost In Space was 
released in Japan, for 
example, we (New Line 
Cinema) saw the hits for 
our web site increase - with 
a large percentage coming 
from this new market that 
was just now being 
exposed to the movie (or 
"brand.") O'Hanion 
[Spike] points out that 
American companies 
might be a bit too myopic 
when it come to game culture and 
where their biggest markets might lie - 
not seeing how entertainment and 
commerce are intersecting the game 
"space" of new regions such as the 
Asian/Pacific Rim. O'Hanion: 
"That's where you can find big brands, 
such as Toyota, who are willing to 
experiment a little more with their 
online environments, using games to 
enhance their relationship with users 
and encourage frequent returns to the 
site.” He also notes that even in these 
hard economic times, Asia is "getting" 
convergence a hell of a lot faster than 
the U.S, with movies-on-demand via 
broadband already commonplace in 
Hong Kong and Singapore Airlines 


offering games in economy class as an 
alternative to in-flight movies. Nor 
will it be long before a broadband-dri- 
ven online gaming market begins to 
boom in Taiwan, Kuala Lumpur, and 
Tokyo. “If you want to see what a 21st 
century media company looks like," he 
says, "it's Sony- not Disney or Time- 


Warner." 


The cast of "Lost in Space 


But the issue of broadband remains - 

and the fact that most of the States has 
yet to see the kind of internet connec- 
tions that will emulate the T.V. experi- 
ence of instant on and instant moving 
pictures. Progress is being made, and 
as demand grows, so too will the market 
and opportunity for the consuming 
public - "It worked with video, then 
cable, and this will too,” says Rick 
Gibson, founder and Vice-Chairman of 
FeatureCast, Inc., an online content syn- 
dication company and the result of the 
recent merger of E-Ticket, Inc. and the 
Real Time Syndication Network. 
Gibson sees the increase in bandwidth 
as possessing “staggering capabilities 
and potential” once the broadband com- 
panies actually deliver as promised. He 
also believes that while the content 
providers won't jeopardize their rights 
or give content away for free, they'll 
find creative ways to protect their rights 
and build profit streams. “There is a 
need and a market and thus the oppor- 
tunity to beef up the technology," says 
Gibson. "It will get done." 
Allowing access to valuable intellec- 
tual property free of charge is an idea 
that lies at the heart of the Net (for 
example, both Netscape and Microsoft's 
web browsers are free as are many 
applications from other companies). 

With so much content available 
through so many devices (PCs, set-top 
boxes, etc.), the real risk might be that 
the technology will overrun the already 
flimsy defenses of copyright. To para- 
phrase the paranoia of the Prisoner tele- 
vision show from the late ‘60s - "What 
are the original creators to do when their 
content is being aggregated, edited, 
degraded, redesigned, remixed, re-pur- 
posed, appropriated, and quoted, all 
without a single cent coming to them?” 
Solving this issue will prove more bene- 
ficial than the fastest modem connec- 
tion, because this will “drive” 
Hollywood to treat the internet with 
the same respect it gives to its other 
entertainment outlets. GW 
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Activision Plans 
Space Invaders 3D 


By Reilly Brennan 


ctivision has announced that 

they have acquired the rights to 

the arcade classic, Space Invaders 
from Taito Corporation. Following, the 
formula of converting classic games to 
the third-dimension, Activision will 
update the eighties coin-op and bring it 
home on PC, PlayStation and Nintendo 
64. Activision will distribute the title 
worldwide except for Japan, where it 
will be handled by Taito. 

First introduced in 1978, Space 
Invaders has appeared on multiple plat- 
forms including arcade, Atari 2600, and 
Game Boy and according to Taito it has 
generated more than $500 million in 
revenues. Activision chairman and 
CEO, Robert Kotick hopes to squeeze a 
little more out of the old franchise say- 
ing, “Space Invaders’ addictive, com- 
pelling play patterns made it one of the 
favorite titles of its time. By updating 
this classic with cutting-edge technolo- 
gy and explosive graphics and by main- 
taining the original's addictive game- 
play, we believe that Space Invaders will 
appeal to those gamers who fondly 
remember it as the great after-school 
escape, as well as a whole new genera- 
tion of players." GW 


Microware Nabs 
Distribution Rights 


to Deer Hunter 


By Ben Rinaldi 


icroware Distributing has 
acquired the worldwide licens- 
ing rights to Deer Hunter, the 
best-selling PC game from GT 
Interactive. Microware purchased the 
rights to use the name for a term of three 


Deer Hunter 


years and intends to release home ver- 
sions for Nintendo 64, PlayStation, and 
Game Boy Color. i 

Microware obviously feels there is a 
market for this kind of game on the 
home platform and with the success the 
game achieved on the PC, they're prob- 
ably right. Why GT didn't port the 
game themselves remains a mystery. 
The thinking could be that hunting 
games only appeal to a certain segment 
of PC users but with proper positioning 
and marketing, Deer Hunter on 
PlayStation and Nintendo 64 has the 
potential to be a sure-fire hit. At any 
rate, Microware is very confident that 
the game will be a hit adding, "the plat- 
form game will be just as successful as 
its PC counterpart." GW 
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Get ready to RUMBLE! Charlie Blasts Territory will blow your mind! In Single Player Puzzle mode,play as Demolition Expert 
Charlie Blast. Strategically re-arrange Bombsand other objects scattered on each uniquely designed island puzzle level. 
Detonate the explosives to set off a chain reaction that will blast the island to pieces and clear the level. Continue clearing Single 
Player Puzzle levels and Charlie Blasts Territory will reveal diabolical hidden Multi Player game boards, where two to four players 
can blast away at each other to gain territory. Acquire area on the Multi Player game board by arranging the Bombs and other 
assorted objects (such as Freeze Bombs that temporarily immobilize your opponents) to create an explosive chain reaction. 
Players can choose from four fun characters with their own individual quirky personalities. There are 60 Single Player puzzle- 
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Knife Edge combines the fast- Top Gear Overdrive, sequel to From the original designers of 
paced action of a sci-fi shoot- Top Gear Rally, allows players the NES hit game Shadowgate, 
em-up with the thrilling joyride to impede their opponent's reunite with familiar allies and 
of an arcade-style flight game. race while competing in various meet new ones as you explore 
seasons and racing conditions. the castle Shadowgate. 


NINTENDO 


yg Microware W KEMCO 


Microware Distributing, Inc., 3 Airport Park Blvd., Latham, NY 12110 Phone: 800-346-8956 Website: www.micro-ware.com 
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SUPERMAN 


Titus teams up with 


the Man of Steel to 


save Metropolis. 
By RON TROUPE 
Daily Planet Staff Writer 


METROPOLIS — One of Europe's 
leading multi-platform developers. Titus 
Software, has obtained the license from 
DC Comics and Warner Bros. to produce 
the much anticipated Superman Animated 
Series video game, due for release this 
November. 

A massive promotional push for the 
Superman game began last May at the E3 
show in Atlanta, Georgia. You may recall 
the "newsies" that were hocking copies 
of The Daily Planet- Metropolis’ very 
own newspaper. The paperboys were such 
a huge attraction, security had to be called 
in to control the massive crowds. This is 
just a taste of the Superman excitement 
that is in the works. 

Further promotions include a Superman 
Limited Collector's Edition comic pub- 
lished by DC Comics, available only in the 
first shipment of games. This will generate 
a high initial demand for the game and 
assure high traffic of Superman fans at 
local retailers. 


POMING NOVEME 


And regarding retailers, in-store promo- 
tional standees will be sure to attract 
Superman fans. The standees are fash- 
ioned after the Superman Animated 
Series, currently airing on the WB net- 
work's Kid's WB! channel. 

Other promotions include a full-scale 
media blitz. To assure maximum expo- 
sure, the fall campaign will begin with a 
igh-energy :30 second TV spot. This will 
be followed by several full spread print 
ads that will run consecutively in core 
gaming magazines, as well as mainstream 
publications. 

The publicity continues at a grass roots 
evel in malls and local gaming retailers. 
High-visibility in-store jumbo box dis- 
plays and in-store videos promise to fur- 
ther raise the Superman fever to a frantic 
evel. 

For gamers, one thing is certain: From 
now on, things in Metropolis will be out 
of this world. 


PUBLIC NOTICE 


DC Comics is offering a 
Collector’s Edition Superman 


comic book that tells fans the 


behind-the-scenes events that lead 
up to the opening story of the 
Superman video game. This is sure 
to generate lots of excitement for 
video game and comic fans alike. 


| 1998 


NINTENDO 


GAME BOY | E L| 


ADVERTISING SCHEDULE 


ONLY GAME IN TOWN 


Photo:Jimmy Olsen/Daily Planet S: 


AT THE TOP OF HIS GAME. You can't be Superman, but yo 
November. You'll have all the super-powers - Flight, Super Speed, H 


u can get his game. Titus releases the Superman video game in 
eat Vision, Super Breath and more. And the best part is, if the bad 


guys win, you con hit the restart button, an option Superman himself doesn't have. For complete details, turn to page 3 
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DVD Gaming Takes Off at DVD eee 98 


By Steve Traiman 


T | The DVD-ROM is the ultimate, 
endless gaming experience, 
offering mass storage for PC and 

consumer electronics entertainment.” 

That's the message delivered by David 

Obelcz, Compaq software solutions 

technologist, to an overflow crowd or 

more than 300 at the first DVD 

Production '98 conference, co-sponsored 

by the International Recording Media 

Assn. (IRMA) and Miller Freeman PSN, 

Aug. 12-13 at the Universal City (CA) 

Hilton and Towers. 

"The first games delivered on DVD- 
ROM just give a hint of the opportuni- 
ties in this awesome gaming media," he 
adds. "The dollars the movie studios 
and game developers are leaving on the 
table by not looking at DVD-ROM are 
already staggering." 

To emphasize his point, he offered 
recent industry statistics that indicate 
some 1.5 to 3 million "active gamers" 
are typically male; age 32; have an aver- 
age annual income of $64,000; buy two 
to three PC games a month for a total of 
$1,200 a year; play 11 hours a week; and 
80% have Internet access. 

"Virtually all of these active gamers 
have a DVD-ROM drive now,” he says. 
^When you add in the 29 to 31.5 million 
'casual gamers, many of whom antici- 
pate getting a DVD drive in the next 
year, you have a lot of gamers who are 
demanding quality products, and are 
dying for compelling DVD titles." 

As an active spokesman for Compaq, 
Obelcz told attendees he was 
at the conference for just one 
overriding reason. "I need 
compelling DVD content to 
help me sell more computers. 
Most will end up in gamer 
households, and both the PC 
and movie industries are largely ignor- 
ing the DVD market. If the DVD version 
of Wing Commander IV can cost as much 
as it did, and earn it back with the first 
300,000 unit sales, then we've got a hell 
of a market. The Internet plus the PC 
plus DVD and strong content add up to 


a great experience for today's 
enthusiast." 

The expanding market for DVD- 
ROM was highlighted by Charles Van 
Horn, IRMA executive vice president, 
looking ahead to the year 2002 with fig- 
ures based on IRMA's Worldwide 
Optical Media Intelligence 


game 


with such projects as Wing Commander 
IV, Wing Commander Prophecy and Zork: 
Grand Inquisitor. 

“The DVD conversion for WC IV and 
Zork showed me some of the opportuni- 
ties this expanded format offered," he 
told attendees at the "Technologies: 


ptember 15, 1998 


Challenges." 

Continuing on, he pointed out that 
the ratio of DVD-ROM drive sales to 
CD-ROMs is 10 to 1 this year, with 5 to 
6 million installed households by year 
end, a forecast of as high as 35 to 50 mil- 
lion by the end of 
1999. "With DVD, 


Report. 


* From an installed base of 
from 5 to 10 million U.S. 
households alone by year-end 
1998, DVD-ROM drives will 
reach a cumulative installed 
worldwide base of 105 million 


"The 
leaving 
already 


dollars the movie studios and game developers are 
on the table by not looking at DVD-ROM are 


staggering. 


- David Obelcz, Compaq software solutions technologist but 


we now have a 
rapidly expanding 
audience for truly 
interactive video 
for the first time, 
not only for games 
for music. 
We've already pro- 


drives by 2002. 


* With some computer hardware firms 
expected to shift entirely from CD-ROM 
to DVD-ROM by the fourth quarter, 
DVD drives will be replacing CD-ROMs 
ata compound annual rate of 27%, start- 
ing next year. 


* With DVD-ROM games, DVD Video 
movies and music titles, and anticipated 
DVD-Audio releases, replication of 


more than 1.28 billion DVD disks world- 
wide is forecast for 2002. 


Authoring Digital Entertainment Media 


Those forecasts certainly hold 
promise for the DVD-ROM game enthu- 
m on other panels and presentations. 

Mark Day started Daylight 
Productions earlier this year after five 
years with Electronic Arts, involved 


What's Making It Work" panel. “While 
the first conversions included porting 
over the existing game and upgrading 
some assets, now we're starting to get 
into original development for new DVD 
games with a lot more creativity 
involved to make it a truly unique expe- 
rience for the gamer. 

“While DVD-ROM was primarily an 
OEM market to start, with a selected 
number of innovative games bundled 
with both internal drives and upgrade 
kits,” he adds. “There’s now a growing 
demand for retail releases. We saw a lot 
of promising previews at ES in Atlanta, 
and many of those will be in stores for 
the holidays or early next year to attract 
new DVD-ROM drive owners.” 

Mark Waldrep, founder and CEO of 
AIX Entertainment, was one of the first 
producers of Enhanced CDs, 
the forerunner of today’s DVD 
Video music titles. His firm also 
handled the DVD Dragon's Lair 
project for Digital Leisure, 
expected in stores in October. 
“It's a node game with the 
player using the controller to move 
through 27 nodes and rescue the 
princess,” he told the audience in his 
presentation on “Tapping the Full 
Entertainment Power of DVD: 
Investigations into New Creative Video 


duced 20 DVD 

Video music titles with a 96KB sampling 
rate and 24-bit digital encoding, certain- 
ly state-of-the-art for today’s market.” 

“Next year we should have as many 
as 1,500 DVD-ROM titles in the market, 
triple the 500 anticipated through year- 
end,” Intel multimedia evangelist Greg 
Berkin notes in his presentation, 
“Unlocking the Power of DVD-ROM; 

Everything Today's DVD Producer 
Should Know.” While these are rela- 
tively small numbers compared to an 
anticipated 5,000 DVD-Video movie 
and music releases in 1999, up from 
2,000 by this December, he and Intel are 
excited about the gaming potential that 
will be maximized for the Pentium II 
amily of chips. 

“Our Durango project tested the 
retail readiness and availability of 
game content for the PC in DVD titles 
in development,” he continues. “We 
ested over 60 ‘works in progress’ earli- 
er this year and found a large percent- 
age ‘retail ready” for release later this 
year.” 
` Intel's forecast for DVD Video and 
DVD-ROM sales worldwide empha- 
sized the bottom line opportunities for 
game developers. Estimated sales this 
year are $500 million, quadrupling to 
$2 billion in 1999 and zooming to as 
high as $8 billion by 2002. GW 


CYBERfx technology creates a powerful, interactive, 3-D arcade experience. Earphones connect to your PC sound card or TV. CYBERfx can be used 
with any computer or video game system including Sony Playstation and Nintendo. Find us at: members.aol.com/jpisal997 J 
909)390-0840 


Jones Peace Industries, Inc 720F S. 


Milliken Avenue Ontario, CA 91761 * TEL 


(909)390-0838 FAX 


Special Contest 
for Store 
Employees Only! 


Meet Your Destiny...And Win 


a Trip to England for wo! 


yu fantastic journey will begin with two round trip 
tickets to England. Your first destination will be 
London where you will enjoy 2 nights in a first-class 
hotel. Your next destination—you will board a train to 
Shrewsbury, England, where you will spend 2 nights 

at the magnificent, mystical Rowton castle. 


"ug 


PlayStation 1 


Tales of Destiny™ © 1997 Namco Ltd., All rights reserved. © Mutsumi Inomata. PlayStation and 
the PlayStation logos are registered trademarks of Sony Computer Entertainment Inc, The ratings 
icon is a trademark of the Interactive Digital Software Association. 


You must be employed by a retailer or distributor who sells Namco's products. Employment will 
be verified before prize is awarded. 


No purchase necessary. Open in USA and Canada. Void in Florida, Puerto Rico, Quebec (Canada) and 
where prohibited. Internet entries must be recieved by 10/15/98 11:59pm (PST in the US). Mail entries 
must be postmarked by 10/15/98 and received by 10/20/98. By participating, entrants are bound by the 
Official Rules. For Official Rules, visit the website at www.namco.com or send a self-addressed 
stamped envelope to: Tales of Destiny Rules, P.0. Box 8991, Calabasas CA 91372-8991 USA. 
Approximate retail value of prize: US $6,098; CDN $9,142. If selected entrant is a Canadian resident, 
skill test must be correctly answered to win. 


To enter for a € 


1 Visit our website at www.namco.com to find 
out how you can win this adventure. 


2 To enter, click on the castle icon at the bottom 
of the home page. 


3 Enter the user name "CONTEST" and password 
"TALESOFDESTINY" (one word) and follow the 
instructions. 


Or, legibly hand-print your name, address, postal code, date of birth, 
daytime and evening phone numbers, the name of the main character 
in "TALES OF DESTINY”, your employer's name and store location 
on a 3"x5" card, enclosed in a hand addressed, postage affixed enve- 
lope. Mail by first class/Lettermail to: Tales of Destiny Sweepstakes, 
P.0. Box 8866, Calabasas, CA 91372-8866 USA. You may enter as often 
as you like but each mail entry must be mailed separately. 
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DVD News 


IRMA: DVD Replication To Hit 
1.28 Billion Units By 2002 


By Chris McGowan 


he International Recording Media 
| Association (IRMA) has released 
its "Optical Media Intelligence 
Report," which forecasts annual world- 
wide DVD replication of 1.28 billion 
disks by the year 2002, including all of 
DVD's formats (DVD-Video, DVD- 
ROM, DVD Audio, DVD-RAM, etc.). 
The numbers are part of a study on the 
growth and direction of the world opti- 
cal media marketplace, which contains 
statistics on all current and emerging 
optical formats. According to IRMA 
Executive Vice President Charles Van 
Horn, “We are obviously in the audi- 
ence-building stage of the DVD market- 
place. Audiences are slow to change 
with the introduction of new technolo- 
gy. An educational process is always 
needed. Look at 2002 as only the begin- 
ning of the format's introduction to the 
consumer mass market." Even though 
it's only a "beginning," IRMA's statistics 
chart a rapid rise for DVD during the 
next four years as the format establishes 
a strong consumer niche for itself in 
video, ROM audio, and blank record- 
able applications. 

The IRMA predicts that DVD-Video 
replication will increase from 40 million 
units in 1998 to 183 million units in 
North America by 2002, and from 64 
million units this year to 430 million 
units worldwide by 2002. “Of course, 


DVD-Video is a rather small market- 
place in comparison to VHS, but as the 
first true convergence entertainment 
product the potential, according to our 
statistics, is tremendous," Van Horn 
adds. According to IRMA statistics, con- 
sumers are embracing the format at a 
strong rate, with over 800,000 DVD- 
Video households this year in North 
America, which is expected to grow to 
8.6 million households by the year 2002. 
The growth of retail outlets will also 
propel the demand for DVD-Video 
product, predicts the IRMA, which pro- 
jects that the number of stores selling or 
renting the new format will increase 
from 5,000 outlets at the end of 1997 to 
more than 12,000 by the end of the year. 
"Sensible retailing and marketing 
will make DVD more apparent to all 
consumers-not just early adopters-who 
are acquiring DVD-Video programs at 
an annual rate exceeding VHS sell- 
through buy rates, of 15-20 DVD-Videos 
versus 10-15 VHS videos,” adds Van 
Horn. He encourages the Hollywood 
community to "emphasize the entertain- 
ment content and potential of DVD and 
not confuse the consumer audience with 
a technology story. In order to build the 
audience for DVD we must develop 
new and innovative programming that 
truly communicates the value of the 
new DVD format to its audience." GW 


Tender Loving Care Launches On DVD 


By Chris McGowan 


nder Loving Care, the world's first 
| interactive movie for home view- 
ing, has made its debut in the U.S. 
on DVD-ROM and CD-ROM. A 
provocative, psychological thriller 
based on a novel of the same name by 
Andrew Niederman (Devil's Advocate), 
the title stars two-time Oscar nominee 
John Hurt. TLC was designed specifical- 
ly to maximize the advantages of DVD 
technology while elevating CD-ROM to 
new heights, says its publisher, 
Ashland, Oregon-based Aftermath 
Media. 

Unlike other self-described interac- 
tive movies that are actually games with 
video elements added or feature films 
with extra scenes and interviews, TLC is 
a motion picture that offers an enhanced 
entertainment experience through the 
use of numerous interactive elements, 
claims Aftermath. TLC is unprecedented 
in that the viewer's psyche is the direc- 
tor of this tale, affecting both character 
and plot developments. The viewer is 
drawn into a spiral of deception, power 
and sexual intrigue through Dr. Turner, 
a psychiatrist played by Hurt. He enlists 
the viewer's help in analyzing the 
story's characters-a beautiful, deluded 
patient, her dangerously unpredictable 
husband, and the mysterious, seductive 
psychiatric nurse who has arrived to 
provide what may, or may not be, Tender 
Loving Care. As the story progresses, the 
viewer can explore this cozy little 
household to gain knowledge about 
their hidden motivations. Likewise, Dr. 
Turner explores the viewer’s secret 


desires and aversions through a series of 
probing psychological questions-and 
this determines how the story unfolds. 
TLC was created by Aftermath 
Media’s Rob Landeros, who co-created 
the landmark title The 7th Guest, and 
David Wheeler, with whom Landeros 


John Hurt play Dr. Turner in “TLC” 


collaborated on The 11th Hour. Having, 
pushed the envelope of DVD technolo- 
gy, they now plan to use the Internet to 
its full potential as a retail channel, sell- 
ing TLC directly to U.S. consumers via 
Aftermath’s electronic storefront. TLC 
was released throughout Europe two 
months ago to excellent reviews and 
outstanding sales, says Aftermath. 
DVD-ROM and CD-ROM versions of 
TLC may be purchased at www.after- 
mathmedia.com for $45.00 plus ship- 
ping. A fully interactive DVD-Video ver- 
sion will be available this fall. A DVD- 
Video demo is available now for $5.00, 
which can be credited towards the full 
purchase price later. General and sales 
info: www.aftermathmedia.com. GW 


By Steve Traiman 


APC Steps Up Power Protection 
For Real-Time Game Play 


ái ith the dramatic increase in 
multimedia marketplaces, 
new electronic formats, real- 


time strategy gaming, and interactive 
publishing houses, today's computer 
gaming industry understands the neces- 
sity of reliable power protection,” says 
Andrew Kallfelz, general manager for 
APC's Desktop Power Solutions 
Division. 

“As power quality becomes less reli- 
able and as UPS price points become 
more attractive, game users as well as 
interactive entertainment producers 
realize they can't afford to go without 
uninterruptible power protection. 

"Power protection needs can vary 
significantly, therefore a ‘cookie-cutter’ 
approach to our product offering is not 
in the best interest of our customers," he 
adds. "The revamped Back-UPS line is 
the perfect approach to meet the power 
protection needs of the interactive com- 
puter gaming industry." 

One of the newest APC units tailored 
for the active gamer with multiple 
peripherals is Back-UPS Office, intro- 
duced in June at $99 suggested retail 
price (SRP). It is available at $79 to $89 at 
such outlets as Best Buy, CompUSA, 
Computer Discount Warehouse, Fry's 
Electronics, Insight, Microcenter, 
MicroWarehouse and Office Max. 

The compact unit provides full surge 
protection for a maximum 280 
VA/watts for up to six outlets and 
fax/modem lines, with battery power 
supplied for 7 to 13 minutes for three 
outlets. An intermittent alarm alerts the 
gamer when connected equipment is 
running on battery, giving gamers 
ample time to close down their action 
without losing any vital scoring infor- 
mation or online competition activity. 
As with all other APC units, the new 
model comes with a $25,000 lifetime 
warranty including lightning strike pro- 
tection for all properly connected equip- 
ment. 

For higher capacity surge needs, the 
revamped Back-UPS Pro line offers a 
step-up series of models, starting with 
the Pro 280 (maximum 280 VA / watts) at 
$179.99; Pro 420 (420 VA/watts) at 
$299.99; Pro 650 (650 VA/watts) at 
$379.99; Pro 1000 (1,000 VA/watts) at 
$589.99; and the Pro 1,400 ($1,400 
VA/watts) at $759.99. Chain-specific 
discounts and rebates are being offered, 
with CompUSA recently promoting the 
Pro 420 at a discounted $249.99 plus a 
$50 mail-in rebate for final cost of 
$199.99, 


CH Products Offers First USB 
joysticks for iMac 


ES Apple's hot new iMac computer, 


CH Products is introducing a line 
of hybrid USB joysticks based on 
the current product line. Starting with 


the GameStick 3D, expected in stores in 
early October, the joysticks will be com- 
patible with the iMac and all PC sys- 
tems. 

A CD provided with the joystick will 
enable the user to load drivers for com- 
patibility with the Mac or PC operating 
systems. In either operating system, the 
joystick will be completely programma- 
ble. 

The GameStick 3D, with an expected 
street price of $49.95, has eight program- 
mable button functions (4 buttons and a 
POV hat switch), a third twist axis and a 
throttle. The programmable option to 
the gamer is a great bonus, since it can 
be used with first person shooters, flight 
sims, driving and motorcycle games, 
and space combat games. The twist axis 
and multiple programmable buttons are 
particularly useful for the first person 
shooters. 


“Once we get this GameStick 3D final- 
ized, we are going to work on other USB 
products,” says Greg Stearns, CH 
Products CEO. "These include a USB 
steering wheel, flight yoke, and other 
versions of joysticks including our 
FlightStick Pro, with at least one ready 
for the holidays." 

With Apple reporting the largest 
first-week order for any new product for 
the iMac, with 150,000 units at suggest- 
ed $1,299 retail, the outlook is good for 
the peripheral market. “If the iMac pop- 
ularity holds up as it appears to be 
doing, and with an expanding number 
of Mac games announced for all genres, 
a certain percentage of those buyers will 
ook for hot USB game controllers," 
Stearns says. 
Among the first retailers expected to 
feature the hybrid GameStick 3D are Best 
Buy, Electronic Boutique, Fry's, J&R 
Computer World and MicroCenter, 
according to Stearns. GW 


Contributions to Peripheral Vision are 
welcomed. Deadline is five weeks prior to 
issue date, Sept. 10 for the next Oct. 15 col- 
umn. Information goes to contributing edi- 
tor Steve Traiman, phone/fax 201-265-4354, 
e-mail straiman@mindspring.com. Artwork 
goes to managing editor Reilly Brennan at 
GameWEEK headquarters, 64. Danbury 
Rd., Suite 500, Wilton, CT 06897, 
phone/fax 203-761-6150, or digital images 
can go e-mail to reilly@gameweek.com. 
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Coming September 98! 
Presell Now!! 


She-he t racing:game on the N64." 


-N64 Pro 
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* 6 default tracks and full mirror mode, making a total 
of 12 incredibly detailed and stunning circuits to race. 


* 14 official race teams to choose from. 


* Nintendo Power feature will 
heighten product awareness. 


* Split screen 2 player mode. 


* Damageable cars, real time weather effects and pitstops. 


* National pre-launch PR campaign 
will drive launch excitement. 


© Fast and furious 3D polygon pushing engine. 


* Print Campaign to run advertise- 
ments nationally for three months. 


* 5 different race views with 14 different replay camera modes. 


€ $10 Rebate Program 
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Developers’ Corner September 15, 1998 


By Joe Sislow 


reetings, good readers! In recent 

years, one of the more successful 

genres of game - the role-playing 
game (RPG) - has seemed to be harder 
and harder to find. For a while, 
Computer Gaming World’s charts had 
only four RPG's listed on their top ten 
RPG list. It was mostly due to the fact 
that there haven't been nearly as many 
successful RPG's made as there used to 
be (oh, those darn “Good Ole’ Dave" A 
This issue, we're going to figure out if the 
RPG is going the way of the dodo. I have 
a few speculations as to why the atmos- 
phere has changed, and I hope to ruffle a 
few people to not doom what is my 
favorite genre of game! 


Ye Good Dle’ Days 


Back in the early days of microcom- 
puting, RPG's were at their peak. Many 
arge companies today such as Sir- Tech, 
Origin, and even Electronic Arts can 
thank their success to RPG’s. Sir-Tech 
and Origin are still riding Wizardry and 
Ultima ^ (respectively) today, but 
Electronic Arts has moved away from 
their hit titles such as Autoduel, Starflight, 
and the classic Bard's Tale series. Why the 
switch? 

In those days, graphics and sound 
weren't a valued commodity. Most 
games were happy with four colors and 
beeps for sound. With such restrictions 
on the technology, the guts of the game 
had to be pretty impressive. These early 
games relied on other things to lure the 
player, and even at such an early time, 
game developers felt the pull of world 
creation. In order to create a world, 
action was often traded for play depth 
and resource allocation. Dungeons, 
albeit turn-based, could have much more 
variety if the programmer elected for 
that trade off. So we had large worlds 
with simple maps and dungeons. Tiling 
of maps was used to conserve valuable 
memory. All of these technical things 
made it a prime time to develop RPG's. 
And so they did. 

In addition to the technology promot- 
ing such games, the audience was also 
much more technical As such, they 
were more prone to be into far more 
involving games. Programmers and 
hobbyists tend to be into pen and paper 
RPG's and wargames. I’m not sure 


where this correlation comes from, but it 
is a real one. The computer user of the 
early years had the skill and dedication 
to want such deep, complex games as 
RPG's prov ide. Thus, the market was 
prime for this game, as well as the tech- 
nology. 

One other factor was the lack of struc- 
ture in the industry. Often times one per- 
son was creating the games. The allure 
of the computer dream - walking into a 
company with a completed game and 
becoming a millionaire on the spot - was 
encouraging many of the country's best 
and brightest to make interesting games. 
At Mindscape I heard the story of Chris 
Gray walking in with Inflitrator and 
becoming an instant rich man. Stories 
such as this coupled with the autonomy 
of single-person development allowed 
the programmers to create whatever 
they were into. Thus, with the correla- 
tion of programmers and 
RPG's/wargames, we saw many RPG's 
in the early years. 

For the consoles, the RPG's became 
popular in Japan. However, the Japanese 
RPG has some substantial differences 
from the traditional computer RPG 
Many companies made their living by 
bringing over the best of the Japanese 
RPG's. Companies like SquareSoft 
showed that some RPG's could be done 
well on the consoles. 


The Market Today 


So what's changed to make it hard for 
one of the most popular genre of games 
to succeed? Well, we can start with the 
technology. With the advent of CD- 
ROM, the destruction of the 640k barrier, 
the Internet and connectivity, and the 
progress of graphics technology, the time 
would seem perfect to make the ultimate 
RPG, no? Some people share these 
thoughts, but it would seem that many 
of them did not realize the daunting task 
ahead. 

Technologically, more attention has to 
be paid to the complexities of the tech- 
nology. Sure, it took some wrangling to 
get sprite engines to work well, but 3D 
technology puts the work behind most 
2D technology to shame. If a program- 
mer has to develop a game as well as a 
complex graphics engine, then the devel- 
opment time is doubled. Add 


Internet/multiplayer support, and 
you've got triple the work. Given the 
fact that RPG's tend to require more 
design and programming for the game 
side, it’s no wonder that the amount of 
companies willing to take the chance has 
dwindled. 

Speaking of those companies, the face 
of development has changed from a sin- 
gle-person operation to large teams. 
With companies there are many more 
concerns than merely what the team 
wants to do. Development time, devel- 
opment cost, and fiscal year responsibili- 
ties (not to mention stock for a public 
company) all contribute to the idea that 
massive tasks are seen as much more 
risky than they used to be. Only the 
most ambitious companies can take the 
chance on making an RPG that takes 
advantage of the technology. They've 
got market issues to worry about that 
reach far beyond the simple desires of 
the programmer or designer. 

The market has changed as well. 
What used to be a small, niche market 
has begun to grow into the mainstream. 
Games such as Myst, Carmen Sandiego, 
and Deer Hunter have shown that the 
market for less than traditional audi- 
ences can be highly profitable. This mar- 
keting aims at much more of a mass mar- 
ket than the previous closed audience. 
And thus, the companies have a harder 
time justifying RPG's when easier, safer, 
and cheaper development issues make 
more financial sense. 

The console companies have been 
soured on bringing Japanese RPG's to 
the US because of the work required to 
change the game. Translation is not an 
easy thing, nd the differences in the 
game also make the conversion difficult. 
Many attempts have been less than suc- 
cessful, due to cultural or business 
issues, so many of the games don’t get 
released here. 


The Oracle Speaks... 


So are RPG’s doomed? Is the RPG fan 
forced to adapt to different games? Am I 
showing my age by writing this column? 
Well, it would seem that the trend will 
continue to some degree. Companies 
like Origin have shown how difficult the 
large scale RPG projects are to complete. 
Ultima Online is one of the most ambi- 


OC Where Hath All the RPG's Gone? 


tious projects attempted to date, and the 
numbers won't be in for quite a while. 

So where will these games come from 
if not from the large companies? Sure 
the occasional resurgence or title (Fallout) 
will come forward, but I believe that the 
largest trend of RPG's will come from the 
shareware market. Many of these com- 
panies don’t have the ability to compete 
on the technology field with the large 
developers /pu blishers, so they must 
make their games superior with game- 
play and game design. RPG's seem like 
the perfect market for this. Companies 
that cannot compete technologically will 
learn to compete with clever program- 
ming, good gameplay, and a proper 
understanding of a niche market. RPG's 
are perfect for those criteria, and the 
genre is just waiting for the right share- 
ware group to revolutionize it all. 

In addition, the console trend seems 
to be towards merging the development 
systems with the PC's, allowing for 
Shareware companies to amortize their 
costs with easy ports to consoles. The 
console players are looking for RPG's as 
much as the PC players. With such num- 
bers in both market, the possibility for 
profit crossing platforms is quite large. 

The danger lies in too many compa- 
nies attempting ambitious projects right 
off the bat. RPG's probably have the 
lowest completion rate of any game 
developed. This failure is caused by the 
difficulty in developing such complex 
games. Small developers should be 
aware of the time and resource commit- 
ments required to complete RPG's. 
Overall, I feel that enough will succeed 
to make RPG's into the independent 
market for gaming. 

In closing, we find RPG's in a truly 
dire situation. The mass audience may 
not appreciate them, the business com- 
munity may find them too risky, and 
the technology may make them too 
costly. It will be through the design of 
clever games that utilize technology 
efficiently that the RPG market will 
have its chance to be reborn. Since I am 
a big RPG fan, I hope to see the day 
where we have independent gaming 
festivals that feature RPG's prominent- 
ly. I'm expecting big things from you 
shareware developers out there, so let's 
get to work! In the meantime, keep 
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Interviewing the Big Guys, Part III 


By Glenn Rubenstein 


Electronic Arts 


Forget Sony or Nintendo - if there is 
one company everyone is watching, it is 
Electronic Arts. Back in the day you had 
groups of programmers saying, “We 
want our company to be a strong devel- 
oper - like Electronic Arts.” Then it was 


Moto Racer 2 


software companies saying, “We want 
our company to be a strong publisher of 
our own products and other developer's 
games - like Electronic Arts." After that 
all the publishers were saying, "You 
know, we want to have original games, 
and a strong sports line-up - like 
Electronic Arts." And now every pub- 
lisher (who has likely spread themselves 
thin to emulate EA's genre spanning 
line-up) is saying, “we see ourselves 
becoming one of the industry's major 
players - like Electronic Arts." 
In terms of software EA is even big- 
ger than Nintendo and Sony, but unlike 
those two they do not manufacture a 
console, although they can be traced in 
an odd way as a quasi-first party devel- 
oper for the 3DO. In fact, every compa- 
ny sees them as their competition in 
some way or another, and the games 
they create are nothing to take lightly. 
From their top selling sports 
titles, to their innovative PC 
games, to their racing games, to 
heir simulations, etc. - almost 
everything they publish has a 
major presence in the industry. 
Getting right down to it, we 
decided to get as in depth as 
possible with Bing Gordon, 
EA's chief creative officer, to 
ind out what makes them so 
successful, and how they plan 
to stave off the multitude of 
companies that are out gun- 
ning for their market share. 


GW: What do you see as the 
current status of Electronic Arts 
in the interactive entertainment 
industry? 


BG: A leader. 


GW: How have you seen the company 
grow in the last five years? 


BG: Our growth continues to outpace 
the growth of the market. I would 


attribute the growth to culture, the cre- 
ative partnership between the business 
and publishing elements and the cre- 
ative and product development ele- 
ments. It is a pretty effective partnership 
and a culture that supports decentral- 
ized ownership, small group owner- 
ship, and effectively connects the vari- 
ous small groups and labels 
together into a whole. 


GW: Just about every com- 
pany we interviewed said 
they saw Electronic Arts as 
their competition - what 
companies do you see as 
your competition? 


BG: Sony, Nintendo, and 
Microsoft are our primary 
competition. 


GW: What do you see as 
your key software titles for 
this Christmas season? 


BG: The ones that are new 
for us are Knockout Kings boxing, that's a 
big deal, Ultima Online, we have a gold 
version of that coming out this fall. We 
have a World War II simulation that is 
all new and extremely cool. Alpha 
Centauri is completely new and cool. 
SimCity has a long tradition and we 
have lots of our big creative and techni- 
cal guns behind it. And we are currently 
creating EA Sports titles for the N64, 
which is new and exciting for us. Those 
are our primary cool, new things. 

We are known for a kind of disci- 
plined, sustained support of properties 
like FIFA Soccer and Madden Football, 
NHL Hockey, Need for Speed, Road Rash, 
and Triple Play. We've got about 18 or 20 
titles there. The ones that I think gener- 
ate the most excitement compared to 
previous years are Madden Football on all 
formats, NBA Live on all formats is pret- 
ty astonishing, Need for Speed III on the 


Knockout Kings 


PC is greatly improved, and Populous: In 
The Beginning has really cool improve- 
ments. Those are kind of the highlights. 


GW: How do you see the contrast deal- 
ing between EA Sports and your other 
franchise titles, along with the new, 


somewhat original properties? 


BG: I see it as kind of new ver- 
sus different franchises — it is 
kind of a different creative 
mindset for each. Most of the 
franchises, especially sports 
have a time frame, so we race 
against the clock with them. 
Then with something like 
NASCAR there is a different 
kind of rhythm with internal 
support from the organization in 
terms of naming them, etc. 
There's a little bit more opening 
night jitters on the all new titles. 


GW: A lot of companies are complaining 
about how much it costs to develop and 
market a successful, “hit” game. What 
do you think about how these costs 
have escalated? How do you deal with 
it? 


BG: For the 16-bit and the 32-bit sys- 
tems, we have always felt kind of defen- 
sive and challenged by the amount of 
spending the first party companies and 
some third party companies are willing 
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then there is kind of a challenge in the 
last third of the lifecycle trying to figure 
out how to do things that are new. I 
think our people are now in that crafts- 
manship period and for us I think we 
are a little further along the cycle on 
PlayStation than N64. For most of the 
N64 titles this is the first time we are 
coming out with them, so they have 
some of that upbeat, new and fresh feel- 
ing. I think that is how we feel about the 
3D cards for the PC as well. 


“I firmly believe there will be a number of changes over the next 
five years. I believe there will be five to seven publishers worldwide 
who will control the business, like in music and movies.” 


- Bing Gordon, Electronic Art's chief creative officer 


to do to chase business. And I think we 
continue to try to look for discipline in 
our spending. We eventually did our 
first $10 million project sometime 
around 1994. I think that, like in all 
media businesses, as time goes by there 
is more of a focus on spending and we 
are better on some projects than others. 
Of course the focus is always 
on getting from point A to 
point B. 


GW: What do you think of the 
current platforms that you 
develop on? 


BG: They are better than the 
last generation. We are at a 
point now that we are in a five 
year cycle of platform develop- 
ment. A few years before the 
platform comes out our devel- 
opment people look at what's 
planned and say “oh wow, 
that's the next big cool thing" 
and they get excited about 
developing for it, but at the 
same time we are depressed 
about the state of (the system's) 
development tools. Then the 
year of ship we are kind of proud of 
what we accomplish and frustrated with 
schedules because it is hard to get the 
first generation stuff out when you want 
to. Then in year two through four it feels 
less creative and upbeat and optimistic, 
and there is more craftsmanship and 


GW: What do you think about the dif- 
ferences between dealing with the PC 
and the "next generation" console sys- 
tems? 


BG: In terms of development I think our 
programmers have grown up over the 
last ten years using memory as a way to 
improve performance. Smart use of 
memory and secondarily smart use of 
multi-processors, but first is smart use 
of memory. And, we just have a lot more 
memory available on PCs. Right now 
the memory on the current generation of 
consoles feels like a bottleneck. Our pro- 
grammers are used to the last genera- 
tion of consoles where they were able to 
write code right to the metal. They can't 
do that now and it feels like a restraint. 
As far as the platforms themselves it 
looks like there are three that are healthy 
and that feels like the right number. I'd 
say our developers were hoping there 
would be more cross platform opportu- 
nities than there are. The market seems 
positive and we are all hopeful that 
Sony will sell as many PlayStations over 
the next few years as they are promis- 
ing. 


GW: What do you think about Sega re- 
entering the console marketplace with 
the Dreamcast? 


BG: I think it is exciting. Electronic Arts 
has had a great part of our company his- 
tory in support of the key Sega plat- 
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forms, so there is kind of a tradition 
there. I love the price performance they 
are talking about with the Dreamcast — 
again, a lot of memory and the next gen- 
eration processing in 3D at a consumer 
price point. That's really cool. We wish 
them the best over the next 6-12 months, 
but clearly they will have a big chal- 
lenge. 


GW: And lastly, where do you see the 
industry headed right now? 


BG: I think we are in a normal cycle. The 
consoles are sort of in the meat of their 
cycle — still cycling up. The PC business 
is entering transition as far as entertain- 
ment is going, maybe into two different 
formats — one Internet and one mass 
market as it gets cheaper. The PC and 
the consoles tend to move in 5 year 
cycles. I firmly believe there will be a 
number of changes over the next five 
years. I believe there will be five to 
seven publishers worldwide who will 
control the business, like in music and 
movies. Of course EA's goal is to be one 
of those companies. 

Another area in which the industry is 
headed, as it takes its place in the tradi- 
tional entertainment industry as an 
equal partner over the next 10 years, is 
that products will have increased 
longevity. In every one of the other busi- 
nesses, great products last for a very 
long time but we still find it hard to get 
lasting revenue out of our products. 
There is a lot of churning going on 
although the PC business lifecycles are 
starting to extend now. 

In terms of people, for the first time 
they are coming in from the university 
level and have taken courses in comput- 
er graphics basically preparing them to 
be game designers. In past years we 
have basically had products built by self 


Heart of Darkness 


taught people learning in the school of 
hard knocks and I think we are about to 
go to phase three of people who are 
trained to come in and tackle the cre- 
ative aspects of the business. 


Interplay 


Over the past ten years, Interplay has 
gone from being a solid yet small soft- 
ware developer to a top publisher of 
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computer and console games. It's quite 
amazing, and they've overcome a lot of 
obstacles on their road to success. 
Recently the company went public, and 
now they further look to increase their 
position in the marketplace by beefing 
up their console offerings, and 
continuing to do what has 
worked so well for them on the 
PC. We sat down with Brian 
Fargo, Interplay's founder & 
CEO, to find out where 
Interplay is heading. 


GW: What is the current status 
of Interplay in the market- 
place? 


BF: I think the first thing is 
now that we are a public com- 
pany we have a chance to get 
off the sidelines and be a lot 
more competitive than we 
have ever been in the past. 
And, secondly I think you are 
starting to see the transforma- 
tion of Interplay from being a 
PC company to now becoming 
a console company as well. Our roots 
were very much PC based in the past 
and with some consoles efforts we have 
had success. Now though you'll see us 
becoming more of a console company. 


GW: What do you see as the differences 
between the PC and console market- 
places? 


BF: There is a significant amount of dif- 
ference between the PC and console 
business. There is a difference in terms 
of philosophically, how you build and 
market titles even down to the price 
point where a $5 dollar price shift can 
make a huge difference on the console 
side and have virtually no impact on the 
PC side. For the same reason if you look 
at the top 20 titles on consoles and the 
top 20 titles on the PC each year, how 
many overlap? Maybe one or two at the 
most and that alone points to what a dif- 
ferent marketplace each is. 


GW: With that in mind, what do you see 
as the current platforms you are inter- 
ested in developing on? 


BF: Currently they are the PC, the Sony 
PlayStation, and then Dreamcast. 


GW: What do you think about the 
Dreamcast? How successful do you 
think Sega can be re-entering the market 
at this point? 


: I'm glad to see Sega re-enter the 
ele They were always a very excit- 
ing force. The Sega commercials were 
always brilliant and they had great 
titles. They unfortunately stumbled 
when it came to the Saturn, but I am 
glad to see them getting back into it. 


GW: What are your key titles for this 
Christmas season? 


BF: Baldur's Gate is clearly going to bea 
key title for Interplay for this Christmas. 
It has lots of consumer awareness 
behind it so we fully expect it to be a 
success. Then on the console side of the 
business both Wild 9 and Heart of 
Darkness are two key titles. Also on the 
PC side the sequel to Fallout is a very 
important title. 


GW: What do you have planned for the 
sales and marketing behind each of 
these titles? 


BF: For the console titles we will be 
going to television for both, and for the 


Fallout 2 


PC titles we have been running adver- 
tising for six months to a full year, so 
there has been tremendous print sup- 
port and we will also be doing a lot of 
in-store promotion for all of these titles. 


GW: Speaking of television, how have 
you seen the costs rise in developing, 
marketing, and advertising a game? Do 
you think the cost for "hit" game has 
gotten out of hand? 


BF: I think that the development costs 
have somewhat stabilized over the last 
year or so, I don't see those as spiraling 


BF: I think the main thing they need to 
do is make all elements kick in for the 
title. It has to be filling a niche, have 
very unique selling properties — it has 
to be a very well polished and well bal- 
anced title. You also have to have a 
clever television campaign, 
you have to hit the right 
demographics with your 
campaign and it is really a 
matter of firing on all cylin- 
ders to get something to 
work. 


GW: A lot of companies seem 
to use an “edge” by doing a 
sequel or an update to an 
already established franchise. 
What do you think of that in 
comparison to doing new 
and original titles that might 
not already have a built-in 
marketing angle? 


BF: I think it is inevitable. I 
think the consumer has 
shown with their dollars 
what they are willing to buy. 
Publishers go where the con- 
sumers are willing to go, so it is a matter 
of balancing your portfolio. It is as if the 
consumer is showing us that they are 
going to buy properties that are well 
known. You are going to see publishers 
do a bigger mix of those types of games, 
and it will bring about a better pre- 
dictability of revenues for the publisher. 
But, I think it would be a critical mistake 
for any publisher to become too stag- 
nant and not do very original stuff at the 
same time. 


W: How do you see that balance for 
Interplay between doing franchise and 


“Clearly videogames are here to stay. They are very powerful, even 


more powerful than television.” 


Brian Fargo, Interplay's founder & CEO 


out of control, but I do see the marketing 
costs as spiraling out of control — total- 
ly out of control. I heard the other day 
that there will be 75 titles advertised on 
television this year for Christmas. And, 
they all can't make money — people 


Fallout 


have their megaphones out and they are 
screaming at the top of their lungs. 


GW: With so many titles clamoring for 
everyone's attention, what do you think 
a company needs to do to make their 
title successful? 


sequels over original games? 


BF: 1 think we have a very healthy mix. 
Over 50% of our titles are brand or 
sequel driven and the other half are 
brand new and original like Heart of 
Darkness or Messiah or the way 
Fallout was last year. I think we 
have shown that we are willing to 
take risks. 


GW: Who do you see as your com- 
petition in the marketplace? 


BF: Electronic Arts is certainly big, 
but they are in a league by them- 
selves especially when it comes to 
sports titles. One thing Interplay is 
really good at is that we know how 
to launch titles and we know how 
to take creative people and hone 
what they have and create hits out 
of nothing, that is what Interplay is 
really good at. My biggest competi- 
tion is really Activision and GT. 


GW: What challenges do you see affect- 
ing your company over the next 3 to 5 
years? 


BF: I think as far as challenges for us, 
number one is to make that full transi- 
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tion to a console company and aligning 
ourselves with some of the top talent 

I would say that I feel very good 
about our strategy right now and the 
challenges that are ahead of us. I think 
that maintaining proper pricing in the 
marketplace is important whereas oth- 
ers are still willing to just throw money 
at this business at all costs and not 

about the future consequences. I 
K that is a problem. That's not just 
an Interplay specific challenge but that 
is an industry challenge, so that gets to 
me more so than anything else. Instead 
of throwing out huge marketing dollars 
and selling products at inordinately low 
prices, making the consumer think you 
can spend two million on development 
two million on advertising and then sell 
it for $20 retail, we just aren't there yet 
— perhaps some day we will be. 

The other big challenge for us is that 
the Internet is changing the world and 
as software publishers how are we 
going to participate in finding a strategy 
to allow us to operate in this world 


GW: With all that in mind, where do 
you think the industry is headed cur- 
rently? 


I think the industry hasn't even 
started to scratch the surface of where 
we are going. You look at how we are 
getting close to there being enough 

game consoles out there that we 
ng to come close to rivaling the 
ou look at the appliance of the 
home and everything electrical from 
washing machines, to televisions, to 
VCR's to stereos and you see this arc 
and look at videogames — they are on 
the same arc — and whether it is on the 
Internet or you have set top E or 
whatever it is, clearly videogames are 
here to stay. They are very powerful, 
even more powerful than television, 
because we all know of times when we 
have sat up until two in the morning 
playing these games because we just 
can't stop. And, I think the software 
publishers themselves they are in the 
position — we are the content creators 
we have been doing that for 15 
and we will be the ones who reap the 
benefits of all of it. 


Namco 


In its long history, Namco has had its 
share of success. From Pac Man to 
Tekken, they have shown that they know 
à thing or two about the staying power 
ofa good arcade franchise, and with the 
PlayStation they were able to finally 
carve a niche for themselves in the con- 
sole market as a solid home game devel- 
oper. As the interactive entertainment 
industry continues to grow, they are 
poised to grow with it, capitalizing on 
their past success while creating new 
franchises and properties. 

We spoke to Jeff Miller, Senior Vice 
President at Namco Hometek Inc., 
recently to get an idea of what the com- 
pany is working on now, and how they 
plan to grow with the industry. 


GW: What is Namcc story 


Namco has been around since 1955 
and entered the videogame market 
place in 1974. Pac-Man was introduced 
in 1980, and Namco continued to have 
successful arcade product in the 80's 
with titles like Dig Dug, Galaxian and 
Pole Position. The string of hits contin- 


ued in the 90's with Ridge Racer, Tekke n, 
Air Combat, Soul Blade ana Time Cr 

Namco has always taken a purist 
approach to converting games from the 
arcade to consumer platforms. Prior to 
the 32 and 64 bit systems, consoles did- 
n't perform at a high enough level to 
take advantage of Namco’s technology 
and game performance. This changed 
with the introduction of the PlayStation. 
This was a real “coming of age” period 
for Namco on the consumer side of the 
business. Namco had several successful 
16 bit and handheld games (especially 
in Japan), but Namco’s games for the 
PlayStation reached a new level of suc- 


cess. We defined the look, feel, game- 
play, and technological advantages of 
the PlayStation with games like Ridge 
Racer and Tekken Namco has set a very 
high standard for arcade game conv 
sions that actually go beyond the origi- 
nal versions. Consumers have come to 
expect this from publishers, and we 
have continued to meet and exceed their 
expectation with sequels like Tekken 3. 
GW: What are your key titles for this 
Christmas season? 


kken 3 will continue to be a prima- 
ry focus for Namco for this Christmas. 
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We will also release Tales of Destiny in 
eptember. This is our first RPG for the 
PlayStation, and we're looking forward 
to building Namco's presence in this 
growing category. Namco's Greatest Hits 
line-up will also be extremely strong 
this Christmas. Tekken 2 Greatest Hits 
was released in y August and Soul 
Blade will hit the dune in October. 
Combining these two titles with our 
existing Greatest Hits line-up of Tekken, 
Air Combat and Ridge Racer will 
undoubtedly maintain our position as 
the number one third-party in this cate- 
gory We are also extremely excited 
about our Pac-Man 3D title for the 
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PlayStation. This will be a first quarter 


GW: What do you have planned for 
sales and marketing behind these titles? 


We will spend well in excess of $3 
million to advertise and promote our 
titles this fall. The majority will be spent 
on television advertising for Tekk 
but we have extremely broad marketin; 
and promotion plans that include demo 
discs, sponsorships, and contests as well 
as traditional co-op and print adv 
Tales of Destiny and the atest S 
titles are being promoted through co-op 


* Top 20-market radio promotion (October) 


rtising and promotions with our 
retail customers. Pac-Man is obviously 
one of Namco's key icons so you can bet 
that we plan to b this title with ext 
sive marketing support. 


GW: Do you think that marketing and 
advertising costs for a "hit" game have 
gotten out of hand? 


There are several components to 
having a "hit" and effectively marketing 
it today. Product quality and broad 
appeal, with product quality being the 
most important, are crucial elements to 
creating a "hit". Marketing and adver- 
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tising become critical factors to success 
once quality and potential for broad 
appeal have been achieved. The majori- 
ty of the high profile failures or disap- 
pointments to publishers today are usu- 
ally related to either lower product qual- 
ity or the publisher's over-estimation of 
quality. You are not going to have a suc- 
cessful, profitable product if, in the end, 
the product was a "B" title and you put 
a multi-million dollar marketing cam- 
paign behind it. There are only a few 
publishers that can get away with push- 
ing a poor quality title into the market, 
and they are smart enough to realize it 
has long-term repercussions if you con- 
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tinue down that path. Overall, I don't 
see too many publishers having the abil- 
ity to buy market share to the detriment 
of profitability. There is the occasional 
case of over spending for the sake of 
long-term branding and name recogni- 
tion, but it seems like there is much less 
emphasis on huge marketing campaigns 
pushing poor quality, licensed product 
than was the case in the 16-bit days. 


GW: What do you think of the current 
platforms to develop on? 


We definitely have a two horse race 
with Nintendo and Sony, a I think 
that we are moving toward a very inter- 
esting period in the market share war. 
Nintendo has a different competitor 
than they did with Sega in the 16-bit 
days. Nintendo was successful by not 
abandoning the S having great 
software bundles with hardware at a 
reasonable price, and releasing a smaller 
number of titles emphasizing the high 
profile Donkey Kong series. Nintendo 
sold millions of units of hardware and 
software while their competition prema- 
turely introduced their next console. 
Sony, hov will be a different com- 
petitor o the next few years. The 
PlayStation's softw publishing 
model is extremely attractive to publish- 
ers and retailers alike. At the end of the 
32 and 64 bit lifecycles, new hardware 
purchasers will be very cost conscious. 
Sony's Greatest Hits category will be an 


ideal fit to meet consumer's expecta- 
tions. The reason this is so significant is 
that the discount product available as 
the SNES and Genesis declined was 
mostly “B” and overstock product. The 
Greatest Hits line reaches the same price 
conscious consumer, but the titles are all 
the PlayStation's top sellers. We also 
can't forget that the Greatest Hit's pub- 
lishing model allows everyone along the 
chain (manufacturer, first party compa- 
ny, third party publisher and retailer) to 
make money which was rarely the case 
at the end of the 16-bit days 


GW: What do you see as the differences 
between the and console markets 
currently? 


There are the obvious differences of 
mass-market appeal, distribution differ- 
ences, and hardware price, but the real 
differences come down to gameplay and 
customer demographics. Basically, 
lishers need to develop gameplay ar 
interfaces differently for the PC and con- 
sole consumer. You are inherently going 
to have a dif game experience if 
you are 20 to 40 years old playing a 
game at a desk with a mouse and a ke 
board versus being 8 to 24 years old sit- 
ting on a couch with a game controller. 
Game publishers have, for the most 
part, recognized these differences and 
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targeted a primary platform and game 
controls for a specific game. Rarely does 
a game, even a high profile game, have 
large crossover appeal. They usually 
have more success on the PC or the con- 
soles and do much lower numbers on 
the other. Release timing definitely 
affects this, but it is my opinion that it 
really comes done to gameplay differ- 
ences and your targeted consumer. 


GW: How do you think Sega's re-entry 
into the market with the Dreamcast will 
affect things? 


JM: There is no question that the game 
industry will be watching Sega very 
closely to see how they handle their 
comeback. Sega has both an uphill battle 
and a tremendous opportunity. With the 
disappointment of the Saturn, Sega is in 
control of their own destiny. Even 
though Sega would love for publishers 
to respond to their "build it and they 
will come” approach, many software 
publishers are more likely to ^wait and 
see." Therefore, Sega's own launch and 
second wave titles need to be extremely 
strong. If Sega succeeds it will attract 
publishers to their platform. 


GW: What do you think about the glu 
of franchise and sequel based games out 
there right now as opposed to origina 
titles? 


JM: I am definitely concerned with the 
ack of original and unique games and 
characters. The reality is that it is less 
risky to establish new games and char- 
acters at the beginning of a console's 
ife, and if its gameplay and appeal are 
there, you can build a franchise that can 
be exploited through sequels. Publishers 
need to extend their development dol- 
ars as much as possible through cross- 
platform publishing and sequelization, 
but if that's all we have to offer, the 
future isn't very bright. Our industry as 
a whole suffers from a lack of originali- 
y and unique game experiences. How 
many years has it been now that the pri- 
mary action games for the consoles rely 
on a cute character that jumps from plat- 
form to platform collecting gold items 
and jumping on boxes? And I'm not 
talking about one platform or publisher. 


Tekken 3 


We are all guilty of this. Most of the 
gameplay advances have been on the 
PC side with real-time strategy games 
and first person shooters, but even those 
have just been regurgitated over and 
over again. There seems to be a lack of 
unique gameplay elements and story, 
even though these are two of the most 
critical ingredients to our industry's 


future success. This seems to be a major 

1 
problem in the entertainment industry 
as a whole. 


GW: What do you think of your com- 
petition currently? 


JM: Namco's primary focus over the 
ast few years has been on the 
PlayStation. In terms of units sold, 
Namco's market share has been pretty 
consistent. In 1997, we were the third 
argest PlayStation publisher. So far this 
year, we have the same position. Sony 
as the largest share, Electronic Arts is 
second, and Namco is third. In the 
fighting game category, Capcom and 
Midway are our primary competitors, 
but Tekken 3 will definitely be the best 
selling fighting game and could be the 
best selling PlayStation game of the 
year. 


GW: Where do you see the interactive 
entertainment industry headed right 
now? 


JM: I think the next few years will be a 
crossroads for the industry. We can 
either do more of the same and stag- 
nate, or we can bring in new elements, 
gameplay, stories and genres and grow 
the industry. I think that we shouldn't 
be overly confident based on the suc- 
cess of the 32 and 64 bit systems. One of 
the reasons for the success of these plat- 
forms has been the level of graphic 
quality above previous systems. 
Although the graphic capabilities of the 
next generation systems will surpass 
the current ones, they are not likely to 
see the same jump that the current sys- 
tems have had. Graphics will begin to 
loss their luster if game experiences 
don't follow and expand. I think this is a 
more important issue for the industry 
than who has 49% versus 51% market 
share. 


Sierra 


Few companies have been in the 
interactive entertainment business as 
long as Sierra, and very few have been 
as successful. Keeping a relatively low 
profile over the years and focusing on 

the PC market, they have 
been able to achieve a 
great deal of success 
while sticking with the 
same basic formula that 
has always worked for 
them. In the past they 
have dabbled in the con- 
sole market, but their PC 
graphic adventure titles 
have always been the 
backbone of their busi- 
ness. 
Now, looking to 
branch out into the con- 
sole market more heavi- 
y, they are gearing up to 
urther increase their 
market share and power 
as a publisher. We recent- 
y KE with Stephanie 
Hooper, VP of marketing communica- 
tions at Sierra, to get an ‘idea of where 
the company is headed. 


GW: What do you see as the current sta- 
tus of Sierra? 


SH: Our status is great, we are in the 
8 

midst of working on some great titles 

for the fourth quarter as well as some 


great ones for 1999. 


GW: What do you see as your key titles 


Half Life 


for this Christmas? 


SH: Of course there has been a fair 
amount of press based on what we had 
at E? but I think our biggest title will be 
Half Life. We are looking forward to that 
but we also have some other fabulous 
titles coming up in our Sierra Studios 
line one of which is Homeworld. We also 
have some of our other brands, like Head 
Rush which is out of our Sierra 
Attractions line, Sierra Sports’ Grand 
Prix Legends will also be one of our big 
titles and we have a fair amount of other 
sports titles coming up and I think there 
will be lots of great products on the 
horizon there. 


GW: If you can, tell us what do you see 
as the company's history for the past 
few years 


SH: We are a twenty year old company 
having our twentieth anniversary next 
year, which is going to be a very big deal 
for us and we see a lot of growth that 
has happened for us over the last twen- 
ty years, and we see a lot of exciting 
growth in 1999 as well 


GW: Explain the structure of Sierra and 
how the company works. 


SH: Our structure is pretty clear cut, we 
have three business units and six brands 
that come out of those business units 
Those brands are Sierra Attractions 
which is our casual gaming brand, we 
have Sierra FX which is our intermedi- 
ate gamer brand which focuses primari- 
y on licensed products, there is Sierra 
lome Group which is representative of 
our productivity line. There is Sierra 
Sports, which clearly includes all of our 
sports titles whether it is team or out- 
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door recreation, extreme sports or motor 
sports, Sierra Studios is our core gaming 
brand which really includes lots of our 
triple A Sierra heritage prod- 
ucts which come out of our 
twenty year history, Dynamix 
is our other core gaming 
brand that focuses on simula- 
ion products whether its 
flight or combat. 


GW: What do you have 
planned for the sales and mar- 
keting behind your key titles 
this Christmas? 


SH: We have lots of great 
plans. We have adv cing 
campaigns that we have been 
running and will continue to 
run. We have some key pro- 
motions happening and big 
marketing plans relative 
essentially to each brand or 
each product that really varies 
by brand and certainly by 
product. But we are in the 
midst of many campaigns for 
our products that will launch 
this year as well as for prod- 
ucts that are going to be com- 
ing out next year. 


GW: Do you think that the 
cost of development, market- 
ing and advertising have got- 
ten out of hand for a “hit” 
game? 


SH: Absolutely not. What we 

are finding is that the demand 

for our products is very high 
and it is very important for us to com- 
municate to our different consumer 
groups and our different targets what 
those products are all about, so we 
believe that telling the story about our 
products to the target audience is essen- 
tial. There is a lot of technology, a lot of 
new creativity and it is important that 
we tell that story. And, on the develop- 
ment side we believe that quality is first 
and foremost so if we end up making 
larger investments into the develop- 
ment of our games it is only to insure 
that the development will be top notch. 
And if it requires a little bit more spend- 
ing we are happy to do it because it is 
what our consumers are clamoring, for 
so we continue to make great products 
and do a lot of marketing to help our 
consumer groups understand what our 
products are all about. 


GW: What platforms are you develop- 
ing on? 


SH: We are focused mainly on PC CD- 
ROM and we will have a few things 
coming up for the PlayStation 


GW: What do you see as the differences 
dealing with the PC and “next genera- 
tion” consoles market? 


SH: We are essentially dealing with two 
separate demographic groups that are 
pretty distinct, but I think you will see a 
fair amount of crossover based on the 
research we have done between those 
two groups. But, we firmly believe not 
all games should be multi- platform, but 
we really want to look to key products 
to make sure we meet the needs of con- 
sumers and that we make them on plat- 
forms that really suit the needs of those 
particular consumer groups. 
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GW: Your company is one that has some 
of the longest running franchises in the 
business, what do you see as the current 
status of those franchises and how do 
you approach those as opposed to origi- 
nal properties? 


SH: We are always looking for new and 
original properties but as long as there is 
interest in some of our franchise prod- 
ucts that are important to our customers 
out there we are going to continue to go 
that route. We get a lot of communica- 
tion from our fans, if you will, that are 
clamoring all the time for sequels and 
continuation for product storylines, so 
we are going to continue to maximize all 
of those and make sure that we continue 
to meet the needs and respond back to 
the input we get from our key cus- 
tomers. But we always continue to look 
for original material and we are a large 
company very well poised to do that. 
Lots of our products come from our 
internal creativity which is why we are 
so very well positioned today. 


GW: Lastly, where do you see the indus- 
try headed at this time? 


SH: I think it is going to continue to be 
very competitive, as it has been for a 
number of years, but as it continues to 
grow and expand we see that competi- 
tion will play an important role as to 
how we grow and expand. We always 
want to look to be unique and since we 
have a fabulous twenty-year history in 
the industry I think we are viewed in a 
very unique manner. We have some 
very positive brand equity and we will 
continue to build on that and I 
think that is something some of our 
competitors don't have. And as 
Sierra continues to grow we have 
lots of strengths to grow on and we 
can do things I don't think many of 
our competitors can do. I think the 
industry is going to continue to 
explode. We have certainly seen it 
grow in the past five to ten years 
and this year we have seen tremen- 
dous growth and we think we will 
go that way too in the upcoming 
years as well. 


Sony 


There is no doubt about it, Sony 
is the world's leading console sys- 
tem manufacturer. Many years 
back, people doubted that a giant 
electronics company like Sony could 
enter the unn industry success- 
fully. Major players like Philips, NEC, 
Matsushita, Panasonic, and Sharp failed 
in the past, and everyone was skeptical 
as to whether or not Sony was going to 
have the next Walkman or Mini Disc on 
its hands with the PlayStation- especial- 
ly when Sega's 32-bit Saturn system was 
to be their first round of competition. 

Flash forward to 1996 when the 
PlayStation was a year into its success- 
ful U.S. run, and everyone was positive 
that Nintendo would crush them upon 
the launch of the N64. At first Nintendo 
did well, racking up an impressive 
number of titles that sold over a million 
units, but by the middle of 1997, it 
appeared as if the PlayStation was con- 
sistently selling massive amounts of 
hardware and software, ultimately 
claiming the number one "next genera- 
tion" console spot for 1997. 

Now in 1998, everyone is wondering 
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what Sony will do next. With hardware 
and software sales estimated to be at an 
all time high for the next two years, 
many people see them riding comfort- 
ably atop the explosive wave that the 
interactive entertainment industry is 
generating. But with Nintendo more 
determined than ever, and Sega waiting 
in the wings, one can not help but won- 
der how will they fend off the next 
round of competition, which could be 
fiercer than ever. 

We spoke with Kaz Hirai, Sony's 
chief operating officer, recently to 
get a perspective on where the 
company is heading. 


GW: What is the current state 
of the PlayStation here in the 
United States? 


KH: Coming out of E? just looking at the 
numbers, we're undoubtedly in the lead 
as far as the number of installed bases 
are concerned both here in the United 
States and in Europe and in Japan — so, 
certainly on a worldwide basis — and 
we're continuing to expand on that 
growth here in the United States, in 
terms of offering the new skew of the 
7000 series that's packaged along with a 
dual shock analog controller. We also 
have the upcoming introduction of the 
PDA later or in early 1999. 


GW: Let's talk for a second about the 
PDA, what is your description of it and 
what challenges do you see introducing 
that to the marketplace? 


KH: First of all the PDA as we are call- 
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ing it, is still a code name, so when it 
inally comes out I think we will put a 
more user friendly name to it. So it is 
just a code name for now. The PDA is 
the size of a memory card for the 
ation which actually plugs into 
he memory card slot. It has an LCD dis- 
play and it has several buttons on it and 
what you are able to do, once you have 
PDA compatible PlayStation software 
and depending on what sort of program 
it is, you are able to download parts of 
he game. Characters of a role-playing 
game or fighting game, for example, can 
be downloaded onto your PDA and 
then you are able to play that character 
or improve upon the stats if you will. 
What you are also able to do since it has 
an infrared communication capability, 
you are able to exchange data with other 
friends that have the PDA unit as well. 
You are able to compare stats, perhaps 
compare attributes from your oppo- 
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nents for say a fighting game and then 
you are able to take that back and plug, 
it into your PlayStation once more, 

upload it and continue playing, the 
game that you have on the console 
based on new attributes or information 
you have gotten from your friends. So 
what it does is that it takes the 
PlayStation 
experience 


away from the 
confines of 
your living 
room, or 
den or family room and it allows people 
to experience that outside of the home 
environment. 


GW: I want to also talk about the key 
titles coming out for Christmas, but I 
also know that Sony has decided to spin 
off key elements of its publishing arm. I 
was wondering if you could give a little 
background on that. 


KH: Sure, as you probably know, before 
what we had was Sony Computer 
Entertainment America which is SCEA 
and SISA (Sony Interactive Studios of 
America), which is now 989, two divi- 
sions of SCEA, Inc. and the titles that 
989 developed were mar- 
keted and distributed by 
SCEA. Now, what we did 
as of April 1 was to give 989 
Studios their own market- 
ing function so that they are 
able to therefore take the 
titles that they developed 
internally and then chart 
their own course as far as 
how the product gets mar- 
keted. So we are giving 
them in effect, more auton- 
omy to see their product 
through. Now SCEA con- 
tinues to distribute and sell 
their product to the retailers 
so we're acting as their dis- 
tributor but again, we gave 
them the marketing func- 

tion, primarily to give them 

more autonomy and also 
for them to be able to chart their own 
destiny in terms of how products get 
marketed and to be able to finish that 
part of the equation internally in terms 
of 989 Studios. 


GW: Do you see this as a way of open- 
ing up some non-biased marketing 
opportunities to other publishers? 


KH: You know at E? we talked about 
third party titles that we feel are strate- 
gically important to the PlayStation and 
this was actually one of the strategies 
we found to be very successful last year 
which we are expanding on this year 
and that is teaming up with certain third 
party publishers to identify those titles 
which we think are strategic to the 
PlayStation and enter into a co-market- 
ing venture where we also are contribut- 
ing financially to supporting some of 
the key third party titles. Certainly in 
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that mix are those titles that are pub- 
lished by 989 which we feel are strategi- 
cally important to the platform, such as 
NFL GameDay 99, we are going to sup- 
port here at SCEA as well. 


GW: So, with that in mind, what do you 
see as the key titles for this Christmas 
for the PlayStation? 


KH: If you are talking about first 

party titles, I don't know how far 

back you consider to be 
Christmas, but certainly from 
SCEA we have the third installment 

of the Crash Bandicoot series which 

we are calling Crash Bandicoot: 
Warped. Before that we are also 
releasing a title called Spyro the 
Dragon, which is another product that 
has come out of our relationship with 
Universal Interactive Studios. We also 
are releasing the exclusive PlayStation 
version, of a game based on A Bug's Life, 
which is the Disney movie that is com- 
ing out later this year, and then if you 
are turning to the sports side of 1999, we 
have the latest installment of the best 
selling football game which is NFL 
GameDay 99. We also have the successful 
continuation of our NHL Face Off fran- 
chise and the Gamebreaker series as well. 
So those are some of the titles we have 
ined up for later this year which we feel 
are very important titles for the 
Christmas season. 


GW: Speaking of which, what do you 
have planned for your sales and market- 
ing to further expand your installed 
user base for this Christmas? 


KH: Several things. One, we're going to 
be committing to the marketing of the 
PlayStation console and its software, 
about $140 million just in North 
America. Components of that are very 
important, one of the most important 
being strategic relationships that we will 
be having with some of the third parties 
o support their titles and one of those 
titles will be Metal Gear Solid from 
Konami. We're working with Eidos on 
the latest installment of Tomb Raider and 
working with the studios on titles like 
NFL GameDay 99. That's going to be a 
very important strategy as we appeal to 
the breadth and width of and the wide 
selection of software that is available to 
the consumers for the PlayStation as we 
enter into the Christmas selling season. 


GW: In terms of increasing the installed 
user base, what challenges do you see 
and how do you see going above and 
beyond the hardcore gamer market? 


KH: I think we have been very success- 
ful coming out of Christmas last year 
and if you look at some of the demo- 
graphic information that we gathered 
post Christmas, we were very successfu 
in broadening the user base for the 
PlayStation, certainly away from the so- 
called core gamer audience, and we 
were able to expand the demographics 
and the age range both upwards and 
downwards which was a significan 
widening of the demographics after the 
Christmas season. I think that trend con- 
tinues today and will be further ampli- 
fied during the Christmas and holiday 
selling season this year. One of the mos 
impor tant things that is going to drive 
that is the availability of software tha 
appeals to a wide range of people from 
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the very important core gamers to the so 
called mass audience and 1 believe that 
we were able to do that last year on the 
PlayStation format entering into the hol- 
iday selling season and I think that with 
the line up we have, we meaning both 
first party and as well as some of the 
fabulous software selections we are see- 
ing from some of the third parties, is 
going to send that message home again 
which I believe is going to translate into 
a further broadening of the user base of 
the Playstation. 


GW: So, how big do you see it getting 
ultimately? 


KH: That's a question that I get asked a 
lot and I wish I had a clear financial 
answer because I get asked that by the 
parent company in Tokyo as well. We, 
for this fiscal year, which started in 
April and will end in March of 99, we're 
looking to increase the installed base by 
another 8 million or so which will bring 
the total installed base to about 18-19 
million. After that it is somewhat diffi- 
cult to predict because again the mass 
appeal that the PlayStation has had with 
traditional non-core gamers is great— 
we've gotten some very enthusiastic 
response in terms of the units we have 
out on the market and you know the 
question really is how high is up and 
that's something we're going to look at. 
We're kind of in uncharted waters right 
now and your guess is as good as mine. 


GW: So, with that in mind where would 
you say the PlayStation is in terms of 
percentage of its lifecycle in the U.S.? 


KH: That's another question I get asked 
a lot, and traditionally videogame sys- 
tems have had a five year life cycle. If 
you look back on the PlayStation which 
was released here in America back in 
September of 1995, then a lot of people 
are looking at this year as the third year 
and if you look at the bell curve then a 
lot of people are saying that this is going 
to be the biggest year. Again, I’m not 
sure that given the appeal that the 
PlayStation has and supported by the 
type of first party and third party soft- 
ware, I’m not sure that we're going to 
follow this traditional bell curve cycle of 
five years. 


GW: As opposed to introducing 
new hardware, some of the 
things that have been over- 
looked by many are the changes 
you've made to the console — 
can you elaborate on the new 
hardware modifications you 
have made? 


KH: First of all, some of the 
apparent changes that a lot of 
people can see, especially with the 
new PlayStation 7000 series, are 
first of all the fact that we have the 
Dual Shock Analog Controller packed 
in as the standard controller. On the 
console side we added the little fea- 
ture called the sound scope which is 
when you are playing back your audio 
CD's, not the PlayStation CD's, you can 
design and change and come up with a 
graphic display kind of like a kaleido- 
scope that changes its design in tune 
with the music that you are playing and 
which you can see on your television 
set. It's an added feature that we added 
on the latest 7000 series. 

Now, apart from that to increase the 
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manufacturing efficiency which hope- 
fully will enable us to increase the pro- 
ductivity of the PlayStation console, we 
have constantly refined that so we are 
able to provide enough PlayStation 
units to the market within the confines 
of a limited manufacturing capacity, 


and having a beer, or playing the 
PlayStation at home. So we see all 
media activities in one form or another 
as competition against our format. 


GW: What do you think about Sega re- 
entering the market with the 


“One of the challenges we have in this industry really is for the 
industry as a whole to be able to garner the kind of respect it 
deserves like the music industry or television industry.” 


- Kaz Hirai, Sony’s Chief Operating Officer 


because our manufacturing capacity is 
not unlimited, so what we are trying to 
do is to increase the manufacturing effi- 
ciency in order to be able to pump out 
more units with the same resources that 
we had. So the analog controller and the 
sound scope are very visible improve- 
ments to the system, and also manufac- 
turing efficiency improvements and 
design improvements ultimately end up 
benefiting the consumer as well because 
we are able to pump enough units out 
into the marketplace. 


GW: It seems that you have done things 
that are more innovative than your 
competition. How do you see 
yourselves as sort of the 
leader of worldwide gam- 
ing? 


KH: That's a very good ques- 
tion. I feel that itis a very important role 
and it is a role that I believe has a lot of 
responsibility to it. We owe it to our- 
selves as far as the platform is con- 
cerned and to the third party publish- 
ers, the retailers and the consumer, to 
make responsible and strategic deci- 
sions to make sure the PlayStation con- 
tinues the success that it has had to date 
so that their involvement and the com- 
pany's involvement in the videogame 
sector are profitable from being 
involved with the PlayStation. 1 think 
that is very crucial and with it comes a 
lot of responsibility. 1 don't think we 
can make responsible decisions just 
because they affect us but because they 
are going to affect a goo 
number of people 
who are involved 
in the PlayStation. 


GW: How do you see 
your competition, like 
Nintendo who has had 
to admit that they are now 
number two? 


KH: They've been around 
for a very long time in this 
industry, they have a lot of 
experience, they have faced 
lots of tough competition in 
the past as well so I do have a 
lot of respect for Nintendo. 
don't know that I consider them to be 
our only competitor. I have always said 
that it is important that we not only 
focus on the competition in terms o 
Nintendo and Sega but we are offering 
an entertainment media to the con- 
sumer so what we are doing is compet- 
ing with other forms of entertainment 
for people's spare time and money 
whether it is going to the movies, buy- 
ing CDs, hanging out and playing pool 


Dreamcast? 


KH:Ithink they will have an uphill bat- 
tle in terms of getting support from the 
retailers, given their past history but I 
think at the end of the day most people 


will agree with me that it is really what 
they are able to do in terms of software. 
If they have compelling software for the 
new system that is going to be the key. 


GW: Speaking of compelling software, 
what do you think of the state of soft- 
ware development? It seems like there 
is a glut of franchise and sequel based 
software right now as opposed to com- 
panies developing original concepts. 


KH: Right. I think it is a function of the 
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maturity or the mass appeal that the 
PlayStation has in that proven franchis- 
es do have a very large market to 
appeal to when we are talking about an 
installed base of over 11 million units. 
So, I think it is a natural course in the 
evolution of a certain format, especially 
a successful format, and I think that 
when we look at what we publish as a 
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first party we try to insure that our 
product is always fresh in that we are 
able to come out with something new 
and innovative to push the envelope. I 
believe it is an investment that we owe 
to ourselves, to the format and to third 
parties as well to try out new types of 
game software that really pushes the 
envelope. Take Parappa the Rapper for 
example, that is the type of game you 
probably wouldn't have seen from a 
third party publisher and we made the 
investment in terms of time and money 
to develop and market that title to 
prove to everybody that that sort of 
genre is a viable one and that has result- 
ed in titles such as Spice World or titles 
like Bust-A-Groove, which obviously 
have their own unique gameplay and I 
don't think we would have seen games 
like that had it not been for our trial ina 
game like Parappa. So again, as a first 
party I think it is incumbent on us to try 
new games, to try them out and if suc- 
cessful to have the third parties see 
there is a viable market for this new 
genre. 


GW: What challenges do you see in the 
marketing of a game like Parrappa or a 
Spice World — do you think people 
don’t get it at first and you might have 
o take a non-traditional route to selling 
he product? 


KH: I think that it is just like any other 
game, but if we are talking about a new 
genre like Parappa it is really important 
that we build awareness just by having 
a lot of people try the game out 
whether it is at retail or at one of the 
PlayStation tour events that we do, or 
through rentals or whatever we do. At 
the end of the day you can describe a 
game and tell people how much fun it 
is but its not going to get across until 
they actually pick up a controller and 
try it. Especially with a game like 
Parappa, that’s been one of the most 
important strategies, to make sure peo- 
ple get their hands on the game and see 
themselves and come to their own con- 
clusions as to whether they like the 
game or not. 


GW: Where do you see the industry 
headed? 


KH: I have a very bullish and a 
very optimistic outlook for the 
industry as a whole. Given our 
installed base and the vibrant 
publishing community and just 
looking at the excitement we all 
saw at E, I have a very bullish 
outlook. One of the challenges 
we have is for the industry as a 
whole to be able to garner the 
kind of respect it deserves like 
the music or television industry 
and to have the media such as 
yourself, the consumer, our rep- 
resentatives on Capitol Hill or 
wherever to say, "Yes, this is a 
viable entertainment industry 
and entertainment format that 
is here to stay just like the 
movie and music industry". 
Unfortunately we as an industry still 
have a long way to go to earn that 
respect. But, I think with the trade asso- 
ciation our industry is making and 
establishing the Interactive Academy of 
Arts and Sciences, I think all those 
things we are trying to do are going to 
give us the visibility and respect that 
we deserve. GW 
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September 


26-27 12-15 
Focus On Video Software Publishers Assc. 
Ontario, Canada Chicago, IL 
17-19 
e ilVisi AMOA Expo 
a Nashville, TN 

Cornado, CA 

October 
5-9 13-16 
Fall Internet World Digital Video Expo 
New York, NY Pasadena, CA 
6-8 28-29 
East Coast Video Show Electronics Boutique 
Atlantic City, NJ Nashville, TN 

November 
20-22 

0 Nintendo SpaceWorld 
COMDEX Tokyo, Japan 

January 
7-10 
CES 
Las Vegas, NV 

February 
12-5 9-12 
International Toy Fair Milia 
New York, NY Cannes, France 


Top 25 Renting Games 


for the weeks of July 27-August 9, 1998 


Weekly Weekly 
Turns Revenue 


Rank Title Platform Publisher Date (000) (000) 

1 Banjo-Kazooie N64 Nintendo Nov-97 234.55 $724.58 
2 Goldeneye 007 N64 Nintendo Mar-97 155.85 $476.57 
3 Mortal Kombat 4 N64 Midway Jun-98 136.45 $407.06 
4 Off Road Challenge N64 Midway May-98 132.99 $398.02 
5 WWF: Warzone PSX Acclaim Ent. Jul-98 124.76 $368.85 
6 WCW vs N.W.O N64 THQ Dec-97 115.67 $355.24 
7 MLB w/ K. Griffey Jr N64 Nintendo May-98 103.51 $309.84 
8 1080 Snowboarding N64 Nintendo Apr-98 100.70 $296.76 
9 Quest 64 N64 THQ Jun-98 94.94 $292.38 
10 Mission Impossible N64 Nintendo Nov-96 94.65 $290.24 
11 Mortal Kombat 4 PSX Midway May-98 94.91 $287.17 
12 Gran Turismo PSX Sony Comp. May-98 91.20 $282.18 


13 All Star Baseball ‘99 N64 Acclaim Ent. May-98 89.52 $278.23 


14 NFL Xtreme PSX Sony Comp. Jul-98 96.89 $275.53 
15 Road Rash 3D PSX Electronic Arts Feb-98 91.15 $262.64 
16 Yoshi's Story N64 Nintendo Feb-98 72.23 $217.63 
17 Tekken 3 PSX Namco Apr-98 69.58 $212.01 
18 Rampage World Tour N64 Midway Feb-98 70.94 $207.07 
19 Vigilante 8 PSX Activision May-98 70.08 $205.89 


20 Need For Speed Ill PSX Electronic Arts Mar-98 66.13 $190.28 


21 F1 World Grand Prix N64 Nintendo Jul-98 61.24 $188.44 
22 Chopper Attack N64 Midway May-98 63.49 $180.85 
23 Resident Evil 2 PSX Capcom Oct-97 60.64 $180.45 
24 WCW Nitro PSX THQ Sep-97 60.95 $175.87 
25 Mario Kart N64 Nintendo Feb-97 65.27 $173.01 


F-22 Total Air War 
Platform: pc 


Genre: Simulation 
Publisher: Infogrames 
Developer: DID 
Available: Now 
Wholesale: N/A 
MSRP: $49.99 


GW Rating: A- 


While there was a time when you could 
count the number of current flight sims 
on one hand, nowadays, you almost 
need two just to add up the number of F- 
22 simulations released in the last twelve 
months. But our friends at DID, not con- 
tent with merely having the most realis- 
tic F-22 sim in AOD, has decided to cre- 
ate the ultimate with Total Air War, a title 
that not only addresses its predecessor's 
shortcomings, but also virtually creates a 
whole new genre of flight sim strategy 
game. 
The 3Dfx engine definitely has the 
goods in the good looks department with 
everything from realistic crashes to true 
3D clouds. But we've all seen good look- 
ing flight sims, and for TAW, that's only 
the beginning, as it's as much a strategy 
wargame as it is flight sim. You can 
choose to assume the role of a Weapons 
Officer, AWACS Commander, Combat 
Pilot or Tactical Mission Planner, jump- 
ing from role to role as the mission mer- 
its if you so desire. The Advanced 
Mission Planner software will let you 
employ the latest in stealth tactics, 
assembling formidable strike packages 
from a wide variety of aircraft types and 
sending them out, sitting back in the rel- 
ative safety of your command outpost 
and watch how your strategy unfolds. 


The Bottom Line: Definitely a solid flight 
sim with some impressive features. 
However, it's not going to get nearly the 
attention from the press as Falcon 4.0 is 
so while you should carry a few copies, 
don't sacrifice Falcon space for it. 


- Shane Mooney 


Axis & Allies 


Platform: PC 
Genre: Strategy 
Publisher: Hasbro Interactive 


Developer: Hasbro Interactive 
Available: October 

Wholesale: N/A 

MSRP: 39.95 


GW Rating: B 


Grognards - or old school, hardcore 
strategy gaming folk - have been getting 
the shaft as of late. The genre that once 
dominated the platform in the pre- 
SVGA days has been suffering from a 
serious drought of thought-provoking 
games - thanks in large part to the suc- 
cess of real time strategy games like 
Command & Conquer and WarCraft | 
StarCraft. Seeking to quench this thirst - 
and to get in good with a relatively 
affluent audience of gameplayers - 
Hasbro is about to bring the grand 
daddy of strategy board games - Axis & 
Allies - to the PC. 

With respect to game rules, the PC 
version is identical to the board game. If 
you've never played the board game 
before, just imagine the most complex 
version of chess possible and you'll get a 
good idea. 

Spicing up the game's offering is 
stock footage from World War Il and 
some relatively - by boardgame-to-PC 
conversion standards - high quality 
graphics. But to be sure, this product's 
target market won't be looking for eye 
candy when they pick it up. They're 
going to be looking for lots and lots of 
mind-bending strategic gameplay and it 
looks like they're going to get it. 


The Bottom Line: Between its authenticity 
and the addition of PC-specific bells and 
whistles - not to mention multiplayer 
options that include LAN, Internet play 
(through Microsoft's Zone)- the game 
has all the goods to appeal to its ge 
market. 


- Reilly Brennan 


Cardinal Syn 


Gex: Enter the Gecko 


Platform: PlayStation Platform: PC 

Genre: Fighting Genre: Action 

Publisher: Sony Computer Ent. Publisher: Midway 
Developer: Kronos Developer: Crystal Dynamics 
Available: Now Available: September 
Wholesale: N/A Wholesale: N/A 

MSRP: $44.95 MSRP: $29.99 


GW Rating: B- 


Classic fighting games like Tekken 3, 
Virtua Fighter 2 and Street Fighter series 
are a dying breed. It’s hard to beat their 
depth, complexity and overall gameplay. 
Newer fighting games show off great 
graphics and sound, but the gameplay 
and control just isn't there. Cardinal Syn 
from 989 Studios is one of those games. 
On the surface, it's beautiful. With its gor- 
geous landscapes and highly detailed 
characters, Cardinal Syn almost rivals Soul 
Blade, but after playing a few rounds, the 
game fails miserably in almost every 
aspect. 

There are over 18 fighters to choose 
from. Players start off with eight and the 
other fighters become available after win- 
ning certain rounds and unlocking one of 
the many secrets of the game. Cardinal 
Syn utilizes a basic combo fighting sys- 
tem where players are able to chain basic 
attacks with special ones. Each character 
has a unique weapon - whether it is a 
sword or battle-ax, which they can use in 
accordance with other moves. Correct 
combos in conjunction with weapon 
blows reward players with dismember- 
ment deathblows. This is where the game 
stumbles. Whereas in other fighting 
games such as Tekken 3, the control 
schematic is simple, this method of link- 
ing together attacks is frustrating, as it is 
difficult. 


The Bottom Line: Even though Cardinal Syn 
is good looking, the control and game- 
play make it a poor fighting game. Look 
for adequate initial sales, but expect a 
drop off after players see how weak the 
game really plays. 

- Tom Ham 


GW Rating: B 


OK. Here's the $64,000 question: can a 
character-based platformer that excels 
on the console systems perform similar- 
ly on the PC? Crystal Dynamics thinks 
the answer is “yes.” They tested this 
premise with the first Gex; it was a suc- 
cess on the 3DO and the PlayStation. 
After a bit of lag, it was released via 
Microsoft for the PC (part of their arcade 
series) and did relatively well - for a 
platform game. They're pursuing the PC 
market a bit more aggressively this time 
around, launching the PC version 
almost concurrent with the console ver- 
sions. 

While it’s a tough road that lies 
before the game - given the action/plat- 
form record on the PC - it’s got a few 
things going for it. First, it has the host 
of people that picked up the first game 
and dug it. While this doesn’t add up to 
a staggering number of people, there are 
quite a few. Second, you've got the all- 
important brand recognition; when it 
comes to mainstream media buzz, only 
Mario and Crash Bandicoot exceed Gex 
in volume. Lastly, you've got Midway's 
deep pockets backing the thing, so you 
can be sure that any market even 
remotely interested in the product will 
be hearing about it in print ads. 


The Bottom Line: Gex: Enter the Gecko is a 
strong game - replete with nifty graphi- 
cal effects and bolstered by a relatively 
good pedigree. If there’s going to be a 
console-to-PC crossover hit this year, 
this is going to be the one. j 


- Reilly Brennan 
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ut it doesn’t have to be any more, thanks to commerce system. With DECS, a single communications 


network links the software publisher, distribution company and 
services that will help you ship millions of pieces of transportation carriers. 


Ditan Distribution’s unprecedented package of distribution 


product to thousands of retail locations by electronically DECS is just one more reason why Ditan is the entertainment 
automating the distribution process from purchase order to 
invoice, managing inventory and returns, and tracking shipments 
to delivery at your customer's door. All while keeping a tight 
rein on distribution costs through the use of Ditan’s national net- 
work of distribution centers. 


software industry’s most complete turnkey source for fast, 
on-time and accurate direct-to-store delivery. Our state-of- 
the-art fulfillment centers in Atlanta, Indianapolis, Seattle and 
San Francisco can handle all of your distribution needs. 

Call Ditan today to learn more. Find out why Activision, 
Babages Etc., Eidos Interactive, Funcoland, Interplay Productions, 
LucasArts Entertainment, Ocean of America, Psygnosis, Sega of 
America, and other leading interactive software publishers and 


retailers have all used Ditan’s services. You will too. 


DITAN DISTRIBUTION 


At the heart of Ditan’s services is the Ditan Electronic 
Commerce System (DECS), the company’s revolutionary 
software that handles shipping, inventory management, tracking, 
and billing support services through one integrated electronic 
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Independence War 
Platform: PE 


Genre: Action 

Publisher: Infogrames 
Developer: Particle Systems 
Available: September 
Wholesale: N/A 

MSRP: $49.95 


GW Rating: B 


Combining simulation elements as well 
as action and strategy is Particle 
Systems’ latest title, Independence War. 
Based on an original science fiction 
story, Independence War is set in the 
future at a time when the interests of 
Earth have clashed with views of other 
space colonies. Now it has evolved into 
all-out war between the two sides-The 
Commonwealth and The Indies. 

Independence War tells the story of a 
150-meter long, heavily armored space 
vessel called the Dreadnaught. Players 
can take on four different roles in the 
game including Captain, Pilot, Engineer 
and Weapons Officer. The game is bro- 
ken down into a series of missions and 
to prevent it from becoming a linear 
adventure like typical games of this sort, 
the actual story progresses based on the 
decisions made by the player. To give 
the game added depth, the dev elopers 
created a realistic and coherent universe 
comprised of 4000 stars, 2500 planets 
and moons modeled from actual astro- 
nomical data. The player's ship is com- 
posed of 34 independent vital compo- 
nents, which means during battle, your 
ship is capable of simulating a variety of 
damage types. 


The Bottom Line: This type of game is 
always popular and with all the arcade- 
type of space games out there, its nice to 
have a true space combat simulation, 
where its not always the best thing to 
blow-up everything in sight. The effec- 
tive use of 3D acceleration makes 
Independence War a great-looking title 
as well. 


- Tom Ham 


Peter Jacobsen’s Golden Tee Golf 


Platform: PC 
Genre: Sports 
Publisher: | Incredible Technologies 


Developer: Incredible Technologies 
Available: Now 

Wholesale: N/A 

MSRP: $29.99 


GW Rating: C+ 


If you like hanging around bars, then 
odds are you've already seen this game 
in its original form. No matter where it's 
located, though, the thing just keeps 
sucking in a baffling number of quar- 
ters. Incredible Technologies is betting 
that the game's addictive qualities that 
made it a success in bars and arcades 
across the country will translate well to 
the PC. The thing to remember is this: 
the audience that plays golf games in an 
arcade or bar setting is different than the 
audience that plays these games on their 
PCs at home. One market wants quick 
games with an easy interface, the other 
wants authenticity down to the physics 
of the wind on the flagstick. PC golf 
players have proved time and again that 
the authenticity of the gaming experi- 
ence is paramount, even if that authen- 
ticity comes at the expense of graphics 
and ease of use. 


The Bottom Line: To say that Golden Tee 
fails to deliver any authenticity would 
be an exaggeration. But to say that it 
doesn't meet the benchmark set by 
games like Links and EA's PGA series 
would be accurate. Everything about 
the game - from the looks to the ball 
phys s - are almost as good as the com- 
petition, but not quite. it the golf game 
audience were known to buy many 
games of a similar type, this wouldn't be 
so much of an issue. But the truth is that 
players of these games will buy one - 
and stick with it. Stock cautiously. 


- Reilly Brennan 


Motocross Madness 
Platform: PC 


Genre: Arcade Racing 
Publisher: Microsoft 
Developer: Rainbow Studios 
Available: Now 

Wholesale: N/A 

MSRP: $49.99 


GW Rating: ^ 


Microsoft's latest entry into the world of 
stunt motocross racing is Motocross 
Madness, a game that is addicting as hell. 
The premiere feature is a unique rider 
and bike physics model. Players control 
the throttle, brake, steering and gears on 
the bike, as well as the rider's center of 
gravity, which can be moved forward, 
backward or to either side. The end 
result is pretty extraordinary. Other 
game features include a variety of race 
and stunt environments (30 indoor and 
outdoor stadiums), including stunt 
quarry and long-distance Baja courses. 
Motocross Madness also supports multi- 
player for up to eight players via LAN, 
modem or the Internet. 

The graphics in Motocross Madness 
are top-notch. The game engine was 
built from the ground up to take full 
advantage of 3D-hardware acceleration. 
To add to the realism of the game, 
photo-realistic images were incorporat- 
ed into the graphics engine to make tex- 
tures and shading that much more real- 
istic. The sound effects in the game are 
true-to-life and really make for a fun 
gaming experience, from the revving 
sounds of the engines to hearing your 
body getting slammed into a wall. 


The Bottom Line: With its combination of 
slick graphics, great control and addic- 
tive gameplay Motocross Madness just 
might be the best racer of the year. The 
game will not only appeal to the hard- 
core racing fan, but also to the casual 
gamer who just wants to get in a few 
laps and watch some good crash 
sequences. 


- Tom Ham 
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iF/A-18E Carrier Strike Fighter 
Platform: PG 


Genre: Simulation 
Publisher: Interactive Magic 
Developer: Interactive Magic 
Available: Now 

Wholesale: N/A 

MSRP: $49.99 


GW Rating: B- 


Time was when you could slap any old 
virtual cockpit onto a game and call it a 
flight sim. But today's enthusiasts want 
the intensity and behavior to be so realis- 
tic, you can taste the jet fuel. Naturally 
when you're dealing with a company 
like Interactive Magic, realism isn’t a 
problem, but in the ever-crowding world 
of flight sims, iF/A-18E is going to have a 
tough time competing against the better 
competition. 

This title uses the same acclaimed 
dynamic campaign generator as its iF-22, 
which is capable of creating a limitless 
number of single missions and full- 
blown campaigns. There's also the 
DEMON terrain system, which combines 
real-world elevation data with satellite 
imagery to produce hundreds of thou- 
sands of square miles of photo-realistic 
terrain with no repetition (or as little rep- 
etition as can be had when flying over 
miles of desert in the Persian Gulf). This 
bundled with a great tutorial and excel- 
lent audio help make it a solid sim. 

Now for the bad news. Despite com- 
ing with a host of video options, includ- 
ing 3D accelerated and 1024 x 768, I was 
disappointed at how arcade-like the 
graphics looked. The background scenes 
and the video clips looked good but the 
game play just seemed too arcade like. 


The Bottom Line: You can't go wrong with 
Interactive Magic and flight sims. 
However, in this ultra-competitive mar- 
ket, and with a half-dozen sims set to hit 
shelves, this one is going to be pushed 
aside for the more feature rich, graphi- 
cally superior titles on the way. 

- Shane Moone! d 
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xperience World War Il tactical combat at its finest with TalonSoft's West Front! 
Fast paced G.l. Combat puts you in command of America's best citizen soldiers 
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( “Never Before Have | Seen Such A Realistic 
X And Thrilling Interpretation.” 
T, 0 l l 8 — PC Player 


Call (410) 933-9191 or visit our web site at www.talonsoft.com ©Copyright 1998 TalonSoft Inc., PO. Box 43730, White Marsh, MD 21236 
TalonSoft's West Front™ and Battleground Series® are registered trademarks of TalonSoft Inc. All other trademarks are property of their respective holders 
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Street Fighter Il, Volume 2 


Platform: PlayStation 
Genre: Fighting 
Publisher: Capcom 
Developer: Capcom 
Available: November 
Wholesale: N/A 
MSRP: $39.95 


GW Rating: C- 


Never let it be said that Capcom doesn’t 
know how to milk a franchise for every 
last penny that it's worth. As the title 
indicates, this is the second of these col- 
lections the company is producing. 
Sauntering back into the spotlight this 
time around are Street Fighter II, Street 
Fighter II Champion Edition, and Street 
Fighter II Hyper Fighting. The first is, 
obviously, a port of the original arcade 
game - arguably the most significant 
game ever released in this genre. The 
next two games - Champion Edition and 
Hyper Fighting - are (as they were when 
they were initially released) only mar- 
ginally improved versions of the origi- 
nal. 
Without question, this product is 
aimed directly at two, very different 
markets: newbies and the hardcore. 
Johhny-come-latelys to the PlayStation 
fighting scene - however few of them 
there are - will want Vol. 2 simply 
because it's an economical way to get a 
glimpse at the game that started it all. 
And, of course, there's the even smaller 
crowd of die hard Street Fighter fans who 
will buy anything with the SF logo on it. 
Combined, these two markets don't 
really add up to all that many people. 


The Bottom Line: While this collection 
would have been an absolutely fantastic 
value (and a pretty big hit) a year or two 
ago, it comes across now as being a 
weak attempt on Capcom’s part to cash 
in one more time on a franchise that saw 
its hey day a long time ago. 


- Reilly Brennan 


S.C.A.R.S. 

Platform: PlayStation 
Genre: Racing 
Publisher: Ubi Sof 
Developer: Vivid Image 


Available: September 
Wholesale: N/A 
MSRP: $49.99 


GW Rating: B 


The backdrop for Ubi Soft's new racer, 
S.CA.R.S. (Super Computer Animal Racing 
Simulation) goes something like this: the 
year is 3000 A.D. and the human race has 
been extinguished and replaced by 
supercomputers which have acquired 
human-like emotions, and feeling slight- 
ly bored, these wacky computers decide 
to entertain themselves with a little rac- 
ing - combat style (think Mario Kart on 
steroids) 

In S.C.A.R.S. you can control one of 
nine super-advanced vehicles, each 
based on a member of the animal king- 
dom. The cars have wild designs that 
range from bizarre (Rhino Roadster) to 
outrageous (Mantis V-Twin). Each has 
their own particular strengths and weak- 
nesses based on speed, acceleration, grip, 
armor and weapons. These deadly cars 
are put to the test in 9 varied courses lit- 
tered with weapons to help you destroy 
your enemies and take home first place. 
The action is fast and furious in one-play- 
er but gets even better in the 4-player 
mode (using a multi-tap). 

The graphics are something to behold. 
Brilliant lighting, varied textures and 
excellent special effects round out this 
entertaining title from Vivid Image and 
Ubi Soft. 


The Bottom Line: Ubi Soft has some solid 
games coming down the line and 
S.C.A.R hows the attention to detail 
and excellent craftsmanship existing 
within that company. This is high quali- 
ty stuff, but with the glut of racing 
games on the PlayStation, this title 
might get overlooked by consumers. 

- Ben Rinaldi 


WCW/NWO Revenge 


Platform: Nintendo 64 
Genre: Fighting 
Publisher: THQ 
Developer: Asmik 
Available: October 
Wholesale: N/A 

MSRP: $59 


GW Rating: A+ 


Last year WCW vs. NWO World Tour was 
a smash hit for THQ, so much so that it 
was inducted into Nintendo’s exclusive 
Player’s Choice Series of games. THO 
hopes to repeat their success with this 
year’s sequel, WCW/NWO Revenge. 

How do you improve upon what is 
widely considered the best wrestling 
game ever? For starters you keep the best 
aspects of last year and add more of 
everything. This 128-bit cart offers twice 
as many wrestlers as last year, a whop- 
ping 80 in all. All-new options include 
new weapons and the ability to take 
them into the ring, outside interference 
from other wrestlers and a cool new 
instant replay option that plays back fin- 
ishing moves ala Virtua Fighter. The 
graphics, which were already solid, have 
been slightly improved and the game 
plays faster and smoother than last year. 

Revenge offers a multitude of modes, 
such as Season, 4-player Tag Team and 
an all-new 40 man Battle Royal where the 
last man standing wins. This year fire- 
works and music accompany each 
wrestler's introduction and six different 
arenas are available including Monday 
Nitro, Souled Out, Super Brawl, 
Halloween Havoc, Starcade and Bash at 
the Beach. 


The Bottom Line: THQ has improved an 
already impressive game with added 
options and features that captures the 
essence of the WCW. The legion of 
wrestling fans should eat this one up as 
Revenge goes toe-to-toe with Warzone for 
the title of best wrestling game this fall. 


- Ben Rinaldi 
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Age of Empires: The Rise of Rome 


Platform: PE 


Genre: Real-time strategy 
Publisher: Microsoft 
Developer: Ensemble Studios 
Available: Fall 

Wholesale: N/A 

MSRP: $34.95 


GW Rating: A- 


Although Microsoft isn't yet in a posi- 
tion to release the much anticipated 
sequel to Age of Empires, an expansion 
pack for the original game is scheduled 
for release this fall. Age of Empires: The 
Rise of Rome (which requires Age of 
Empires to play) offers a handful of 
minor improvements to the overall 
game, in addition to four new civiliza- 
tions, an assortment of new units, and a 
series of new campaigns and scenarios. 
This package builds slightly on the orig- 
inal AOE game, however, offers only 
small improvements to what was a 
superior game when it was released last 
November. 

The new units added to Rise of Rome 
expand the overall strategy element of 
AOE, giving players the ability to enter 
battles using camel riders, spike chari- 
ots, slingers, warships and armored ele- 
phants in addition to all of the units 
from the original game. In addition, 25 
new structures can be created, giving 
the player added control and more 
capabilities when building and manag- 
ing their empire. It's definitely some- 
thing that the over 1.5 million AOE fans 
are going to want to get their hands on 
when this package hits the shelves. 


The Bottom Line: Rise of Rome offers new 
challenges and adds a few new features 
to the highly popular AOE game. While 
it isn't a sequel, it represents a nice 
expansion to Microsoft's Age of Empires 
franchise, which has become one of the 
strongest in the industry. For an expan- 
sion package, the consumer demand is 
expected to be exceptionally high. 

Jason Rich 
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Batman & Robin Bottom Of The 9th 99 


Platform: Pla 


tation 
Genre: Action 
Publisher: Acclaim 
Developer: Acclaim 
Street Price: $39 


In development for more than 
١ Acclaim finally 
released the video game ver- 
sion of the box office flop, 
Batman & Robin. Essentially a 
3D action/adventure game set 
in a dark and gritty Gotham 
City, Batman & Robin allows 
gamers to assume the identity 
of the Dark Knight or the Boy 
Wonder. In a nutshell, this 
game, like the movie, fails to 
impress. The graphics are too 
dark and pixilated and the con- 
trols are beyond frustrating. 
Since Acclaim has released 
some good titles lately we'll cut 
them some slack on this one. 


Total Anni Battle Tactics 


two years, 


Platform: PC 


Genre: Real-time strategy 
Publisher: GT Interactive 
Developer: Cavedog 


Street Price: $25 


Just when you thought we have 
seen the last of Total 
Annihilation, along comes 
Cavedog's latest add-on for this 
incredible game, Battle Tactics. 
Battle Tactics features 100 quick 
missions, new scenarios and 
varying degrees of difficulty so 
novices can play the game. The 
problem with playing Total 
Annihilation was that some of 
the scenarios would take hours 
to complete. This is not the case 
with Battle Tactics. Players can 
jump right into a heated battle 
and finish off an opponent. 
This is a must buy for Total 
Annihilation fans. 


Platform: PlayStation 
Genre: Sports 
Publisher: Konami 
Developer: Konami 


Street Price: $39 


Bottom of the 9th 99 is Konami's 
newest update to their baseball 
franchise. Because of its lack- 
luster graphics, this year’s ver- 
sion could easily be confused 
for a first generation baseball 
game. On top of that the game 
was released more than three 
months after EA Sports’ Triple 
Play 99 and Sony's MLB 99. 
Anybody who was interested 
in buying a baseball game has 
already done so. Even with the 
recent resurgence of baseball 
Konami gets caught looking on 
this one as Bottom Of The 9th 99 
is missing both competitive 
gameplay and the MLB license. 


Platform: 


PlayStation 
Genre: Platformer 
Publisher: Sony Comp. Ent. 
Developer: Whoopee Camp 


Street Price: $45 

Tomba is a very good arcade 
platformer that's reminiscent 
of the classic side-scrollers 
from the 16-bit days. Players 
guide the main 
through lush worlds, each 
with its own unique "event" 
which needs to be cleared to 
proceed. In addition to the 
requisite jumping, running 
and fending off evil pigs, 
Tomba adds some RPG ele- 
ments to the mix. A solid plat- 
former that Sony is really 


character 


pushing, however just not 
enough to entice today's 3D- 
hungry gamer. 


Platform: PlayStation 
Genre: Action 

Publisher: Sony Comp. Ent. 
Developer: Behaviour Int. 


Street Price: 545 

Trying to entice the Crash 
Bandicoot crowd is Sony's lat- 
est 3D platformer, Jersey Devil. 
However, where Crash was a 
brilliant game Jersey Devil fails 
in almost every aspect. Even 
though the game's 12 levels 
are very well designed and 
offer a lot of variety, the game- 
play still doesn't compare. 
The game is also plagued with 
poor control, which leads to a 


very frustrating experience. 
Sony ran a short TV campaign 
for this title but did little else 
to promote it. Don't expect 
any long term success for 
Jersey Devil. 


Genre Adventure 
Publisher: Fox Interactive 
Developer: | HyperBole Studios 


Street Price: $45 

The X Files phenomenon con- 
tinues as the PC game is riding 
the wave of both the television 
show and the summer movie. 
Despite some mixed reviews 
and the fact that the game 
Shipped on seven CDs, fans 
have been all over this game 
proving that anything related 
o the X Files is going to sell. A 
number of stores we visited 
were even dedicating end caps 
to the X Files, by putting all of 
the products including videos, 
aserdiscs, X Files: Unrestricted 
Access, the movie soundtrack 
and various books together in 
one display. 
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Now Playing is a consensus by the GameWEEK editorial 
staff on the current and projected performance of titles recent- 
ly introduced to the retail channel. Resources used to finalize 
these status reports include: NPD TRSTS data, enthusiast 
magazine and website coverage, the perceived effectiveness 
of the publisher's marketing support campaign and the “buzz” 


from retail stores and managers. 


Police Quest: SWAT 2 


Platform: PC 

Genre: Simulation 
Publisher: | SierraFX 
Developer: Yosemite Ent. 


Street Price: $40 

SierraFX is capitalizing on the 
huge success of their Police 
Quest line the recent 
release of SWAT 2. The original 


with 


game caused quite a stir and 
legions of Sierra faithful have 
been dying to get their hands 
on this title, after all, it is 
endorsed by former LAPD 
Chief Daryl Gates. While this 
game may be hot now, expect 
it too cool off soon as all the 
Sierra fans 
already jumped on it and the 
competition for the real time 
crowd's dollar is 


hardcore have 


always 


increasing. 


Platform: PlayStation, N64 
Genre: Wrestling 
Publisher: Acclaim 
Developer: Acclaim 


Street Price: $45 


Looking at Acclaim’s line up 
for this year who would have 
thought that WWF Warzone 
would be one of their top sell- 
ers? Well, so far itis as the pop- 
ularity of professional 
wrestling continues to grow. 
Warzone comes through with 
impressive graphics and a 
great create a wrestler feature 
that makes for some hilarious 
matches. The just released N64 
version is selling just as well as 
the PlayStation game. Acclaim 
timed the realease of these 
game perfectly, as both titles 
had little to compete against in 
the month of August. Expect 
WWF Warzone to sell right 
through Christmas. 


Shining Force ااا‎ 


Platform: — Saturn 
Genre: Role-playing 
Publisher: Sega 
Developer: Sega 


Street Price: $45 


Building on the success of last 
years hit, Shining the Holy Ark, 
Shining Force Ill is a strategic 
role-playing game that takes 
players on an adventure 
through gorgeous landscapes 
and immersive 3D worlds. 
Instead of traveling and 
exploring through pre-ren- 
dered backgrounds and vil- 
lages, players in Shining For 
II will explore true 3D envi- 
ronments. Other graphical 
details such as cool cloud for- 
mations and wind blowing 
through trees make for a won- 
drous experience. Shining Force 
III shows us there is still life in 
that old Sega Saturn, although 
very little. 


Bomberman Hero 


Platform: N64 

Genre: Action 
Publisher: Nintendo 
Developer: Hudson Soft 


Street Price: $49 


Last year Nintendo picked up 
the publishing rights to 
Hudson's Bomberman 64. The 
game sold well enough for 
Nintendo to do the same thing 
with this year’s sequel 
Bomberman Hero. Set in a 3D 
environment, Bomberman Hero 
offers five worlds and 60 levels 
of exploration and platforming 
action. Not one of Nintendo's 
stronger titles for the fall, 
Bomberman Hero will most like- 
ly get lost in the sea of N64 
platformers that are releasing 
this time of year. Bomberman 
Hero does have some fun qual- 
ities but it will only appeal to 
fans of last years game. 
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Platform: PE 


Genre: Controller 
Publisher: Microsoft 
Developer: Microsoft 
Available: Now 
Wholesale: N/A 
MSRP: $74.99 


GW Rating: A 


You gotta admit, gamepads for comput- 
ers are pretty generic. They all have some 
type of directional pad, 8-10 buttons and 
different types of handgrips. They come 
in all kinds of shapes, colors and sizes. 
Who would think that Microsoft would 
come out with a new game controller 
that is truly extraordinary. Available with 
the purchase of Microsofts Motocross 
Madness, the new Microsoft Sidewinder 
Freestyle Pro is one cool piece of hard- 
ware. 

What makes the Sidewinder Freestyle 
Pro so unique? The controller utilizes 
sophisticated solid-state motion-sensing 
technology to deliver immersive PC 
game control. Instead of moving a direc- 
tional pad with your left thumb, you 
actually tilt the controller in the direction 
you want to go. Motion sensors inside 
the controller translate the motions to the 
screen. For example, if you're playing 
Motocross Madness when you go over a 
jump and you see that your racer is lean- 
ing back in the air, you actually move 
your controller forward and you ‘ll watch 
your biker adjust himself. The whole 
effect is really pretty amazing. The great 
thing about the Sidewinder Freestyle Pro is 
that it is backwards compatible and 
works with all types of games 


The Bottom Line: Even though you can 
only get the controller if you purchase 
Motocross Madness, for $74.99, it’s a great 
deal. Consumers will be getting a great 
game along with a revolutionary piece 
of hardware. Look for high sales for this 
product as Microsoft has already proven 
itself in the peripheral market. 

- Tom Ham 


Platform: PC 


Genre: USB Speakers 
Publisher: — Philips 
Developer: Philips 
Available: Now 
Wholesale: N/A 


MSRP: $199 
GW Rating: A- 


If there is one significant aspect to 
Windows 98 and what it has to offer to 
gamers it is without question USB sup- 
port. The first product any computer 
hobbyist will be on the lookout for is 
either a joystick or a new set of speakers. 
Philips seems to have answered the 
demand for the latter with their DSS370 
sound system. 
The beauty of USB is plug and play, 
and the DSS370 speakers definitely 
deliver. Set up could not have been any 
easier. Simply plug in the speakers to a 
power outlet, hook them up.to the sub- 
woofer and let USB take care of the rest. 
As soon as the system is plugged into 
the USB port, Windows 98 builds a dri- 
ver database and installs the software. 
No installing sound cards. No tearing 
your computer apart. You get full digital 
sound in a matter of minutes and the 
quality is there as well. Philips has 
placed easy to adjust volume controls 
on both the right speaker and on the 
subwoofer (which rocks, by the way). Of 
course, all of the volume settings can 
also be adjusted from the desktop. 
Overall performance was very good, 
although I did notice some lag or "skip- 
ping" problems when opening and ‘clos- 
ing and programs while listening to an 
audio CD. However when it came to 
games the DSS370 came through with 
great sound and plenty of bass. 


The Bottom Line: Philips has shipped an 
excellent product, the problem now is 
educating users to the ways of USB and 
so far they are hitting the mark by going 
after the core gamer. 


- Reilly Brennan 


For powerful, reliable, margin-building 
gaming accessories and innovative 
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products for Sony, Nintendo & Sega 
game systems. 
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Platform: PlayStation 
Genre: Controller 
Publisher: Nyko 
Developer: Nyko 
Available: Now 
Wholesale: N/A 
MSRP: $29.99 


GW Rating: B+ 


With the successful introduction of 
Sony's Dual Shock Analog Controller, 
third-party peripheral companies are all 
rushing to release their own version of 
the controller. Nyko is one of the first to 
market with the Scorpion PSX. 

The scorpion is surprisingly comfort- 
able. The first thing you notice when you 
pick it up is how sturdy it feels. The 
durable build makes it easy to withstand 
the constant pounding that it’s sure to 
take. Also noticeable is the ergonomic 
design that fits comfortably in your 
hands, much more so than Sony's. pad. 
The placement of the buttons are similar 
to Sony's with one noticeable difference. 
Instead of two shoulder buttons on each 
side, the Scorpion has one sef of shoulder 
and ger buttons under- 
neath each handle. In addition, the 
Scorpion includes independent turbo and 
slow motion buttons. 

The force-feedback adaptors built into 
Nyko’s pad provides more of a punch 
than Sony's. Having played it with 
Resident Evil 2 2 (Dual Shock version) the 
Scorpion performed admirably. The only 
drawback we could find was with the 
analog sticks which seemed to be a little 
stiffer than the Sony-made controller. 


The Bottom Line: With more third-party 
companies planning to support the new 
controller, the Scorpion is in a great posi- 
tion to offer consumers a nice alterna- 
tive to Sony's own Dual Shock. The 
unique design and durable construction 
should also set it apart from the deluge 
of controllers hitting the shelves. 


- Ben Rinaldi 


You're playing the fastest racing game on the market. It's you against 29 other 
machines competing for the title of F-Zero X Champion. You're racing at speeds 
of over 1,000 km/h high above the atmosphere. Your competition comes from 
every corner of the galaxy and won't shed a tear at the thought of smashing you 
to smithereens or running you off the track. (Rumble Pak™ Compatible) 
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ESPN Digital Games NBA Tonight 


Platform: PlayStation, PC 

Genre: Sports 

Publisher: Radical Entertainment 
Developer: Radical Entertainment 
Available: October 


Armed with the ESPN license, Radical 
Entertainment is ready to duke it out in 
the competitive sports arena with the 
likes of EA and Sony. NBA Tonight is the 
first in a long line of planned sports game 
employing the ESPN logo and 
SportsCenter personalities. 

Radical’s goal for NBA Tonight is to 
create a “playable ESPN broadcast.” 
Using the resources afforded them from 
the license, developers consulted with 
coaches, pro players and ESPN anchors 
for their insight and expertise on how to 
make an entertaining game. They also 
went so far as to spend time with ESPN 
producers to learn their approach to cov- 
ering sports. What this means for gamers 
is a broadcast-like experience including 
“Did You Know?” stats and 
“Breakdown” segments mixed through- 
out the game. 

The full NBA and NBA Player's 
Association license ensures that all the 
real teams, players, statistics and arenas 
are present. Combined with humorous 
phrases like “Big MOJO!” and “as cool as 
the other side of the pillow” from on-air 
personalities Stuart Scott and Dr. Jack 
Ramsay, Radical did a great job of re-cre- 
ating an ESPN telecast. The graphics are 
nice, especially running in hi-res on the 
PC, but the control is lacking in some 
areas. 

Radical is going to put plenty of 
advertising and marketing muscle 
behind NBA Tonight so consumers will 
know about it. The whole TV style pre- 
sentation is cool and the ESPN connection 
is huge, but will it be enough to compete 
with reigning sports king EA? Probably 
not this year but Radical’s on the right 
track. If they keep improving from year 
to year they could be a contender. 

- Ben Rinaldi 


Apocalypse 
Platform: PlaySation 
Genre: Action 
Publisher: Activision 
Developer: Activision 


Available: Fall 


After numerous delays and redesigns, 
Apocalypse from Activision is finally 
ready to see the light of day. Combining 
slick graphics, tight control and Bruce 
Willis; Apocalypse is a third person cine- 
matic action-shooter taking players 
through 12 levels filled with numerous 
evil enemies and bosses. Players take on 
the role of Trey Kincade (Willis) and its 
up to you to stop the Four Horseman of 
the Apocalypse. Death, Plague, War and 
The Beast are roaming the Earth in 
human disguise, gathering evil force and 
awaiting the Reverend's signal to destroy 
humanity. The game features 12 levels of 
intense shooting combat. Players will 
fight their way through sewers, prisons, 
war factories, rooftops, and cemeteries. 
Trey Kincade has an arsenal of weapons 
including flame throwers, homing mis- 
siles and rockets. 

Graphically, Apocalypse is very 
impressive, even at this preview stage. 
From the nicely rendered backgrounds 
and varied environments to the brilliant 
textures and shading that truly make you 
feel you're fighting against the scum of 
the Earth. What makes Apocalypse look 
so good are the animations of the ene- 
mies and players. Bruce Willis was even 
yberscanned and motion-captured for 
the game. The game delivers realistic 3D 
character movements and full 360- 
degrees of control. The 3D special effects 
and light sourcing are top-notch. From 
the torched enemies from your flame- 
thrower to the massive explosions from 
issile fire, Apocalypse is pure eye-candy. 
sion has plenty riding on this title, 
especially with all the delays they've had 
to deal with. As it looks right now 
SEMEN Apocalypse should be a major 
hit. 


o 


- Tom Ham 
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Ninja: Shadow of Darkness 


Platform: PlayStation 

Genre: Action/ Adventure 
Publisher: Fidos 

Developer: Core 


Available: Fall 


One of the more popular games at this 
year's E? was at the Eidos booth and it 
wasn't Tomb Raider. It was Ninja: Shadow 
of Darkness from Core Design. Although 
linear in design and execution, Ninja: 
Shadow of Darkness still exhibits distinct 
qualities to make it a worthy title. 

Players assume the role of Kurosawa, 
a young Ninja who is drawn into a dark 
history of demon lords, treacherous land- 
scapes and non-stop action. As 
Kurosawa, players travel through 12 lev- 
els in 4 different worlds in a land of 
magic spells and special moves. Along 
the way players collect weapons, gather 
objects, solve various puzzles and of 
course, fight. The game is played via a 
third-person perspective and feels like a 
hybrid between Tomb Raider and Fighting 
Force. One thing is for sure, Core Design 
knows how to effectively blend good sto- 
rytelling and gameplay and Ninja: 
Shadow of Darkness is no exception. One 
would think that with a ninja as your 
main character, the fighting system 
would be complex and hard to master. 
This is not the case with Ninja: Shadow of 
Darkness. Most attacks in the game 
require only a tap of a button. What also 
makes Ninja unique is the use of magic, 
so the game is not limited to punching 
and kicking. As with all Core Design 
games, the control is excellent and intu- 
itive. 

The enemy AI is surprisingly tough 
and intelligent. Instead of blindly run- 
ning into your attacks, you'll find them 
anticipating your move and counterat- 
tacking you. Incorporate some impres- 
sive in game cut scenes and Ninja may 
prove to be one of the hits of the fall sea- 
son especially with Eidos marketing the 
title the way it has. 


- Tom Ham 


WHERE BUSINESS IS THE MAIN EVENT 


information and networking to promote business. 


very latest information. 


vull at (800) 631-5425. 


EAST COAST 
VILA 


October 6-8, 1998 


Atlantic City, New Jersey 


HOW T0 PRE-REGISTE R: This ad is valid for $20 off admission to the ECVS. Complete all information, include payment of $20 
for VSDA members or $35 for non-members, and mail or fax this form to be received no later than September 3rd, 1998. Your badge will 
be mailed to you prior to the show. (Registrations will be confirmed by mail.) No waiting in lines! OR bring this ad on site to receive $20 
off the on-site registration fee of $40 for VSDA members and $55 for non-members. Photocopy this ad for additional registrants. One 
registrant per form. Registration fee is non-refundable. No one under 18 admitted. 


BY MAIL: East Coast Video Show, BY FAX: (218) 723-9122 BY PHONE: (800) 331-5706 or 
P.O. Box 6469, Duluth, MN 55806-6469 24 hours-a day (218) 723-9130 
FIRST LAST (8AM - 7PM, CST, M-F) 


NAME 
TITLE 


COMPANY Code 


ADDRESS 45 


CITY STATE 


COUNTRY 


PHONE FAX 
E-MAIL 

$20-VSDA Member $35-Non-Member 
You may pay by check or credit card. All checks should be 
made payable to “ECVS/Advanstar” in U.S. funds and drawn Membership # 


on a U.S. bank.Payment is Non-Refundable. 
PLEASE CHECK ONE: 


(Please note: All 
memberships will be 
verified). Inquiries 
regarding VSDA 


membership status, 
MasterCard | Card # call 800-955-8732. 
VISA Cardholder’s Name 
AMEX Cardholder’s Signature Exp. Date 
Check 


Billing Address (if different than above) 


EAST COAST’ A Production of the Home Video Entertainment Events (HVEE) Adult Exhibit Area 


VIDED A Joint Venture between: A and Sponsored by: 


ADVANSTAR 


[UT] © 1998 Advanstar Communications, 


Retailers, studio reps and suppliers are making plans to get together to conduct business... 
to buy sell, learn, network and feel the power of the home entertainment business. 

GET IN ON THE ACTION! The 1998 East Coast Video Show gives you the 
individual, face-to-face interaction you want to make things happen for your business. 
The New Atlantic City Convention Center will be buzzing with new products, ideas, 


MAKE CONNECTIONS! LEARN MORE! The ever-popular conference sessions 
and evening events will open up many more doors for meeting people and getting the 


TAKE THIS FABULOUS OPPORTUNITY with advance registration. This 
year's show is already receiving a lot of interest. It may well be our most popular ever. 
Make your plans now to cash in on all the activities — for attendee information call 


d? CH (800) 331-5706 or (218) 723-9130, (M-F, 8am-5pm, CST) or complete the form below! 
DERE RO ود‎ INTERESTED IN EXHIBITING? Call Kim Farrell (203) 256-4700 (Ext.159) or 
BUSINESS IS THE Lara Giddings (714) 360-0362 today! Please note: If your company name begins with 
MAIN EVENT 7 (A-L) call Lara Giddings; (M-Z) call Kim Farrell. 
papi iie 


FOR HOTEL & TRAVEL INFORMATION call Travel Technology Group (TTG) 


5 1 FOR EVENT UPDATES visit us on the web at http://www.ecvshow.com 
| 
1 


The New Atlantic City Convention Center 


If you have any 
special need(s] 


& 
which require 


assistance in the Exhibit 
Hall, please call 

(203) 256-4700, 

ext. 156. 


1. WHAT CATEGORY BEST 
DESCRIBES YOUR 
BUSINESS? 

(Check one only) 

01 Independent 

Video Retailer 

102 Chain Video 

Retailer 

i 1030ther Retailer 

(104 Non-Retailer 


2. WHAT CATEGORY BEST 
DESCRIBES YOUR 
POSITION? 

(Check one only) 

210 Owner 

` ll President 

L112 Vice President 

(113 Manager 

| 14Merchandise 
Manager 

(115 Buyer 

(116 Sales Manager 

L117 Sales Person 

Other‏ 18 لا 

(please specify) 


3. DO YOU ATTEND THE VSDA 
CONVENTION? 
O Yes 060 


Inc. 


L^ 


ZDNET MEHL PTS. 


Platform: PE 


Genre: 3D Shooter 
Publisher: Activision 
Developer: Ritual 


Available: Fall 


Probably the most popular genre in com- 
puter gaming has got to be the first-per- 
son shooter. The past couple of years we 
have been treated to some incredible first 
person games including Unreal, Quake II 
and Jedi Knight. Now the folks at 
Activision and Ritual Entertainment 
hope to bring new life into the genre with 
their latest 3D shooter, Sin. If the popu- 
larity already generated from the demo 
release of this title is any indication, Sin is 
going to be a definite hit when its 
released this fall. 

Sin will feature 6 unique missions 
spread across 24 levels, which are inter- 
woven into an immersive storyline. 
During development, Ritual 
Entertainment wanted to have missions 
with a purpose. Every action your play- 
er makes will have a consequence. Sin's 
action-based outcomes add increased 
replay value as players discover that the 
choices they make will affect the game's 
flow. Another key element to the game is 
reactive AL If an enemy is taking too 
much damage, they will retreat and heal 
themselves and then come after you. 
Weapons range from your basic shotgun 
and machine gun to more advanced ones 
such as a sniper rifle with laser sighting. 
A key point to mention about Sin is the 
gameplay is not just limited to endless 
corridors and hallways as in most first- 
person games. In Sin, the action can take 
players onto rooftops, construction sites 
and other open areas. 

Graphically, Sin is nothing short of 
brilliant. The technology divi ing the 
game is id's very own Quake II engine, so 
the problems that plagued Unreal when it 
came to multiplayer shouldn’t be an 
issue here as Sin should easily develop 
an online fanbase. 


- Tom Ham 


Platform: PlayStation, PC 

Genre: Sports 

Publisher: Radical Entertainment 
Developer: Radical Entertainment 
Available: October 


With the popularity of snowboarding 
Sky-rocketing over the past few years it's 
no surprise that the x-treme sport is 
being translated to the video game arena. 
Vancouver-based Radical Entertainment 
is hard at work on their own version 
called X-Games Pro Boarder. 

Using the ESPN license, Radical 
made sure to consult with pro boarders 
so that every detail of the game reflects 
the culture and lifestyle of snowboard- 
ing. Pro Boarder features eight pros (Terje 
Haakonsen, Tina Basich, Peter Line, etc.) 
and the latest snowboards from manu- 
facturers like K2, Solomon and Sims to 
name a few. After you've picked your 
rider and board it's time to hit the slopes 
for some intense racing competition in 
four events including Halfpipe, Boarder 
X, Big Air, SlopeStyle or Freerid 
Competition is fierce as you perform 
dozens of tricks to win the gold medal 
from the Winter X Games. 

Featuring fully explorable 3D courses, 

"ro Boarder allows you total freedom to 
find shortcuts on the mountainsid 
Sporting some sharp visuals like detailed 
terrain, realistic snow and nice looking 
ens flares, Pro Boarder holds its own on 
he graphics side. At this early stage the 
control is a little touchy and lining up 
jumps can be tricky, but the developers 
promised to fix these problems before its 
release. 

X-Games Pro Boarder is a solid first 
effort but with snowboarding games 
being released by Sony (Cool Boarders 3), 
Accolade (Big Air Snowboarding) and 
Capcom (Free Style Boarding), the compe- 
tition on PlayStation is brutal. If Radical 
can convince consumers that Pro Boarder 
is the one to own this winter then they 
could have a winner on their hands. 

Ben Rinaldi 


m 


m 


Platform: PlayStation 

Genre: Action/Adventure 
Publisher: Activision 
Developer: DreamWorks 


Available: Fall 


Set in the lush setting of ancient China, 
T'ai Fu is a 3D action/adventure game 
from Activision and DreamWorks 
Interactive. In T'ai Fu, players take on the 
role of a kung-fu fighting tiger who is the 
lone survivor of the Tiger Clan. T'ai is 
blamed for the savage murder of the 

Panda Monks and its up to you to master 
the fighting styles of numerous animal 
clans in order to defeat the Dragon 
Master and restore balance to the ancient 
world. 

T'ai Fu features over 20 intense levels 
of fighting mayhem. Each level is filled 
with various animal enemies including 
snakes, monkeys and leopards that fight 
with super abilities inspired by Chinese 
legend. Fully animated, AI enemies and 
bosses require you to master numerous 
Kung-Fu moves in order to succeed. 
Other key elements of the gameplay 
include mastering Chi power including 
fire, earth and lightining in order to 
defeat enemies. In total there are over 100 
authentic kung-fu moves players can 
master. They range from your basic 
throw to maneuvers such as the Crane 
Hover and the Monkey Roll. One thing 
that stands out in all previous 
DreamWorks efforts is the music and 
sound effects, and T'ai Fu continues this 
tradition with some truly amazing 
sounds. The graphics in T'ai Fu are spec- 
tacular. The game makes you feel like you 
are controlling an animated cartoon 
instead of a videogame. The lighting and 
particle effects and seamless animations in 
the game are fantastic. The environments 
are beautifully rendered and exotic, com- 
plete with sweeping rivers and bamboo 
forests. Activision is really stepping up 
their console output and this is the kind 
of game that will help them do it. 

- Tom Ham 


Platform: Nintendo 64 
Genre: Action 
Publisher: Koei 
Developer: Omega Force 
Available: December 


Koei is set to take N64 players on a wild 
ride of espionage, stealth and danger 
this winter with its first N64 action 
game called WinBack. 

In WinBack you play the role of Jean- 
Luc Couger, an elite operative of S.CA.T. 
(Strategic Covert Actions Team). Jean- 
Luc's mission is to infiltrate the GULF 
Strategic Satellite System and stop a 
group of terrorists that have taken con- 
trol of the center. To achieve your goal in 
WinBack, you must do more than just 
run and shoot, you must hide behind 
crates, creep along, walls, silently move 
through enemy infested quarters and do 
just about everything else you see in an 
action-packed Hollywood movie. To do 
this Koei has given your character more 
than 350 actions, all carefully designed 
to be as realistic and human as possible. 

Of course there may be times when 
stealth doesn't work and you need to 
blast your way out of trouble and in 
WinBack players can use an arsenal of 
firepower to accomplish this including 
handguns, shotguns, machine guns, 
flame throwers and wireless explosives. 

Koei has made it a point to give N64 
owners a new playing experience and 
from what we've seen so far they are on 
the right track. With the success o 
Nintendo’ s GoldenEye and Infogrames’ 
Mission: Impossible there is a clear market 
for this type of game. With its mission 
oriented gameplay, laser aiming sights, 

variety of weapons and stunning 3D 
environments WinBack could be a sleep- 
er hit of 1998. The game could also pig- 
gyback on the success of Konami's 
Metal Gear Solid for the PlayStation as 
N64 fans will be looking for a game to 
call their own. 


- Ben Rinaldi 


Ihe Generation of Extreme Control 


GenX 700 — This ultimate controller combines digital and analog modes into one device complete with 


3D rotational handle, eight fire buttons, multi-view HAT switch and contoured BioThrottle™ 
Bundled with full version of Mech Warrior 2 and demo version of Heavy Gear. 


GenX 500 — Streamlined version of the 700 model with 3D rotational handle, four fire buttons, 
multi-view HAT switch and sliding throttle control. 


GenX 500L — Mirror-image of the 500 model for left-handed gamers! 


For distributor and reseller information call (408) 263-4163 ext. 307 


w.quickshot.com 


February 


Theres this guy going around at 
parties who used to be just an underling 
at some game developing company and he 
brags all evening about going to the French 
Riviera on business and that, thanks to a 
stand he had at this trade show in 
Cannes, he met an interactive media 
publisher, sold him a game concept, 
and now has his own company 
supposedly with offices all over the 


world. 


because 
exist, 


Milia Games : 
ss stories really happen. 


FOR INTERACTIVE MEDIA 


"CANNES - FRANCE 


to find out about it. 
Fax - (212) 689 43 48 


The World’s 


The Bible for 
the World 


of Interactive Entertainment. 


N64 * MULTIMEDIA * SATURN + PLAYSTATION + DVD + MAC/PC CD-ROM * HARDWARE - INTERNET + PERIPHER? 


K? 


WESTWOOD G EARS UP FOR “Rights to Kain: Soul DTE 


3 c jOMMAND & CONQUER 2 | in Dispute 


TOP Interactive 
* 20 Entertainment 
Manufacturers 


GameWEEK is the worlds first (and only) bi-weekly trade 
publication written to increase general product awareness. 
Reaching the top 61,000 buyers, distributors, agents and 
managers in the interactive entertainment business, 
GameWEEK is commonly referred to as the “Industry Bible.” 


S PEED FEST S E QU EL Product Manufacterer/ Product Pre-Book EST Ship 
Title Publisher Genre/Type Date Date 
Mixing in all the best elements of its | | 
predecessor, Cruis'n USA®, Cruis'n World® a dd THO | ARETE | TBA | 04 
adds a high octane mixture of two wild : 7 Bomberman Pocket Nintendo | Action | 10/98 11/98 
E 3 i ^ z Conker's Pocket Tales Nintendo | Adventure | 11/98 12/26/98 
play modes, pin-point play control, over Duck Tales 2 Nintendo Adventure | 9/98 | 10/12/08 
a dozen tracks, and a packed parking lot È : Final Fantasy Adventure Sunsoft Role Playing | TBA | 04 
$ Final Fantasy Legend Sunsoft Role Playing | TBA | Q4 
of hidden cars from all around the world. Final Fantasy Legend II | Sunsoft | Role Playing | TBA | Q4 
Up to four players can compete and eu Game & Watch Gallery II | Nintendo Action | TBA | 11/98 
E " Pokemon Nintendo | Role Playin; | 9/988 | 9/98 
turbo-charge their way through exotic Rugrats THO | Action is | o 798 o /98 
locations while catching air and earning i Smurf | Nintendo | Action | 9/98 | 10/12/98 
A 2 ze B ` ‘ Small Soldiers THQ | Action | 9/98 | 10/98 
trick points. Cruis'n World's Rumble Pak™ f Snoopy's Magic Show | Nintendo | Adventure | 9/98 | 8 
compatability gears up the fun and puts 7 The Lost World: Jurassic Park THQ | Action/Adv. | 10/98 | 11/98 
" a 5 ل‎ Top Gear Pocket Kemco | Racing | 10/98 | 11/98 
you on the fast track to racing excitement! Turok 2 Acclaim Pe Action 9/98 | 10/98 
Yoda Stories | THQ | Adventure | 10/98 | 11/98 
| | 
GAME.COM | | 
Resident Evil 2 Tiger Electronics Action | Now | 10/98 
| 
MACINTOSH | | 
Age of Empires | MacSoft Strategy | TBA | Q1'99 
Civilization Il Gold Edition MacSoft Strategy TBA | Q4 
Dark Vengeance MacSoft Strategy | TBA | 04 
Defiance Logicware Action | TBA 10/98 
Falcon 4.0 | MacSoft Simulation TBA | Q4 
Myth 2: Soulblighter | Bungie Strategy 9/98 | 10/98 
Play This, Play That:: Darts | Patch Products | Action | 9/98 | 11/98 
Star Trek: Klingon Honor Guard | MacSoft Adventure TBA | 4 
Star Treck: Birth of the Federation | — MacSoft Adventure | TBA | Q1'99 
Redneck Rampage Logicware Action TBA 11/98 
| 
NINTENDO 64 | | | 
Air-Boardin' USA | Asc | Racing | 9/98 10/98 
All-Star Tennis Ubi Soft | Sports | TBA | 4 
Army Men | ano Strategy TBA 12/98 
Asteroids Crave Action TBA Q4 
Battle Tanx 3D0 | Action | TBA | Q4 
Body Harvest Midway | Strategy | 9/98 10/22/98 
Bomberman Hero Nintendo | Adventure | 9/98 | 10/20/98 
Buck Bumble Ubi Soft Action 9/98 | 10/1/98 
Caesar's Palace Crave | Gambling | 9/98 10/98 
California Speed | Midway | Racing TBA | 01 '99 
Castlevania | Konami | Adventure | TBA | 019 
Charlie Blast's Territory | Microware | Action | 9/98 | 10/98 
Cruis'n World | Nintendo | Racing | 8/98 | 9/29/98 
Duke Nukem: Zero Hour | GT Interactive | Action TBA | 12/98 
Earthbound 64 | Nintendo | Role Playing TBA | Q2 ‘99 
Earthworm Jim 3D Interplay/Vis | Action 10/98 11/30/98 
Extreme G2 | Acclaim Racing | 10/98 | 11/98 
Fighting Force 64 Eidos | Fighting | 9/98 10/13/98 
Flying Dragon | Culture Brain Fighting | 9/98 10/98 
FIFA Soccer '99 | EA Sports | Sports | 10/98 11/98 
Fox Sports College Hoops '99 | Fox Interactive | Sports | 10/98 | 11/98 
FZero X Nintendo | Racing | 9/98 10/27/98 
Gauntlet 3D | Midway Adventure | TBA Q1 ‘99 
Glover | Hasbro | Action | TBA Q3 
1 Harrier 2000 | Mc O’River Flying | TBA 04 
Gp Hercules: The Legendary Journeys | Titus Soft Action | TBA Q4 
Call your Nintendo Regional Sales M x Hybrid Heaven | Konami | Action/RPG | TBA | Q1‘99 
= x 8 1 F I VA Ur Hype - The Time Quest Ubi Soft | Adventure | 11/98 12/98 
Office for more information. IIS Ads In-Fisherman Bass Hunter Take 2 | Sports 11/98 12/98 
7M, © & the "N" Logo are trademarks of Nintendo of America Inc. © 1998 Nintendo. Cruis'n World ©: © 1994 Jeff Gordon Racing ASC Games Racing | TBA Q2 '99 
Nintendo. © 1996, 1998 Midway/Nintendo Inc. All rights reserved. Used under license. Midway is a trademark of Jest Ocean Action | TBA 04 
Midway Games, Inc. Cruis'n USA ©: © 1994,1996 Nintendo. Jet Force Gemini Nintendo /Rare Action | TBA Q1 ‘99 
Jungle Strike 64 THQ Action | TBA Qt ‘99 


Product 
Title 


Knife Edge: Nose Gunner | 

Legend of the River King 

Legend of Zelda: Ocarina of Time 

Lego Racers 

Lode Runner 64 

Looney Tunes; Space Race | 

Magical Tetris Featuring Mickey 

Micro Machines V3 

Milo's Astro Lanes 

NBA Live '99 

NBA Jam '99 

NFL Blitz | 

NHL '99 

Nightmare Creatures | 

ODT 

Ogre Battle 3 | 

Penny Racers 

Perfect Dark | 

Pokemon Stadium 

Quake Il | 

Quest for Camelot 

Rayman 64 

Roadsters ‘98 

Ronaldo Soccer | 

Rugrats 

Rush 2: Extreme Racing USA | 

S.C.A.R.S 

ShadowGate 

Shadow Man | 

South Park 64 | 

Space Circus | 

SpaceStation: Silicon Valley | 
| 
| 


StarCraft 

Star Wars: Rogue Squadron 
Superman: The Animated Series 
Super Mario RPG 2 | 
Tonic Trouble 

Top Gear Overdrive | 
Turok 2: Seeds of Evil 
Twelve Tales: Conker 64 
Twisted Edge Snowboarding | 
V-Rally ‘98 Championship Edition 
Wayne Gretzky Hockey ‘99 | 
WCW/NWO Revenge | 
WinBack | 
Wipeout 64 

Vigilante 8 

VR Pool | 
Xena: Warrior Princess 


PC 

3D Ultra NASCAR Pinball 

10 Six 

10th Planet 

20,000 Leagues Under the Sea 
Age of Empires || 

Alien Vs. Predator 

Alpha Centauri 

Anachronox 

Apache Havoc 

Asheron's Call 

Asteroids 

Baja 1000 Racing | 
Battle of Britain 
Beneath 

Big Brother 
Blood 2 
Caesar 3 
Canal Soccer 99 | 
Carmageddon 2 

Centipede 3D 

Command & Conquer Tiberian Sun 
Confirmed Kill 

Conflict of Nations 

Daikatana | 
Dark Side of the Moon 
Dark Vengeance | 
Dawn of War | 
Dead Ball Zone 
Dead Unity 
Deer Hunter 2 
Delta Force 
Descent 3 | 
DethKarz 


Manufacterer/ 
Publisher 


Kemco 

Electro Source | 
Nintendo 
Lego Media 
Bandai 
Infogrames 
Capcom 
Midway | 
Natsume | 
Electronic Arts 
Acclaim 
Midway 

EA Sports 
Activision 
Psygnosis 
Quest 

THQ 
Nintendo/Rare 
Nintendo 
Activision 
Titus 

Ubi Soft 

Titus Soft 
Infogrames 
THQ 

Midway 

Ubi Soft | 
Kemco | 
Acclaim 
Acclaim 
Infogrames 
Take 2 
Nintendo | 
LucasArts 
Titus 
Nintendo 
Ubi Soft | 
Kemco 
Acclaim 
Rare 
Kemco | 
Infogrames 
Midway 
THQ 

KOEI 
Psygnosis 
Activision 
Crave 
Titus 


Dynamix 

Sega Soft 

Bethesda Softworks| 
SouthPeak 
Microsoft 
Fox Interactive 
Electronic Arts 
Eidos 

Empire Interactive 
Microsoft 
Activision 

Red Orb 
TalonSoft 
Activision 

MediaX 

GT Interactive 
Sierra 

Infogrames 
Interplay 

Hasbro Interactive 
Westwood 

Eidos 

Sega Ent. 

Eidos 

Southpeak 

GT Interactive 
Virgin Interactive 
GT Interactive 
THQ 

WizardWorks 
NovaLogic 
Interplay 
Melbourne House 


Product 
Genre/Type 


Shooter 
Sports 
Adventure 
Racing 
Adventure 
Racing 
Puzzle 
Racing 
Action 
Sports 
Sports 
Sports 
Sports 
Adventure 
Action 

Role Playing 
Racing 
Adventure 
Simulation 
3D Shooter 
Adventure 
Adventure 
Racing 
Sports 
Adventure 
Racing 
Racing 
Role Playing 
Action 
Action 
Action 
Adventure 
Strategy 
Action 
Adventure 
RPG 
Platformer 
Racing 

3D Shooter 
Action 
Sports 
Racing 
Sports 
Fighting 
Action 
Racing 
Racing/Combat 
Simulation 
Adventure 


Pinball Sim. 
Adventure 
Strategy 
Adventure 
Strategy 
Action 
Strategy 
Action 
Simulation 
Adventure 
Shooter 
Racing 
Startegy 
Adventure 
Action 

3D Shooter 
Strategy 
Sports 
Action 
Action 
Strategy 
Action 
Strategy 
Action 
Adventure 
Adventure 
Strategy 
Action 
Action 
Simulation 
Action 
Action 
Driving 


Pre-Book 
Date 


TBA 
10/98 
TBA 
TBA 
10/98 
TBA 
TBA 
10/98 
| TBA 
| TBA 
| TBA | 
| TBA 
| TBA 
TBA 
TBA 
| 10/98 
10/98 
TBA 
9/98 
10/98 
| TBA 
| 9/98 
9/98 
| TBA | 
| 10/98 
| 9/98 | 
TBA 
| 10/98 
TBA 
| TBA 
TBA 


TBA 
TBA | 
9/98 
TBA 
TBA | 
8/98 
TBA 
TBA 
10/98 
TBA | 
9/98 
10/98 
TBA 
TBA 
TBA 
9/98 
9/98 
10/98 
9/98 
9/98 
/98 | 
9/98 
10/98 | 
| 11/98 
| 10/98 
| 10/98 
| 10/98 
| 9/98 
| 9/98 
| TBA 
| 9/98 
| 9/98 
| 9/98 


EST Ship 
Date 


Q4 
Q4 
11/24/98 
01 og 
01 99 
Q1 '99 
04 
11/24/98 
11/2/98 
Q4 
11/98 
10/2/98 
04 
12/98 
Q4 

Q2 ‘99 
10/98 
02 '99 
01 og 
11/98 
Q3 

04 
11/98 
04 

04 
11/4/98 
Q4 


Q2 99 
11/2/98 
11/2/98 
Q1 :99 
10/30/98 
11/98 
Q4 
10/4/98 
10/29/98 
04 
11/98 
10/98 
12/98 
11/98 
12/98 
04 

Q1 99 


11/98 
Q1 og 
10/98 
01 99 
Q2 '99 
9/98 

Q2 '99 
Q2 99 
11/98 
Q1 99 
10/30/98 
11/98 
11/98 
Q1 ‘99 
10/98 
10/2/08 
9/30/98 
11/98 
10/98 
10/98 
10/16/98 
10/98 
11/98 
12/16/98 
11/98 
11/98 
11/98 
10/98 
10/15/97 
04 
10/98 
10/98 
10/98 


We Have The Answer! 


High Resolution Monitor 
Mind-Blowing Graphics and PC 


Speakers for Screaming Sound 


The Key to a 
New World of Gaming 


AIMS Lab, Inc. 
www.aimslab.com 


a 


-I AIMS Change the way you look @ computers 


Tel: (213) 234-9911 
Fax: (213) 234-9922 
E Mail electro4 @ix.netcom.com 


Universal Steering Wheel 


None Compressed 
Memory Cards “6 and 9MB" 


(Fasten your 
seatbelt and 


NAKI INTERNA 
P.O.BOX 398 


ONAL 


SUN VALLEY, CALIFORNIA 91 
Tel: (600) 626-6254 (818) 252-0722 e Fa 


email: nakiusa@nakiusa.com 


web page: http://www.nakiusa.com | 


Professional Video Game Accessories for the Serious Game Player ONLY. 


D-Jump 

Dominant Species 

Duke Nukem Forever 
Dungeon Keeper 2 
Earthworm Jim 3D 

ESPN National Hockey Night 
ESPN NBA Tonight 

ESPN X Games Pro Boarder 
Everquest 

Evolva 

Expert Pool 

Extreme Warfare 

Fallout 2 

Fatal Abyss 

Fighter Duel 2.0 

Fighter Squadron 

Final Countdown 

FLY! 

Formula 1 ‘98 

Gabriel Knight 3 

Giants 

Global Domination 

Grim Fandango 

Half-Life 

Heavy Gear 2 

Heretic 2 

Heroes of Might & Magic III 
Hexplore 

Homeworld 

House of the Dead 

Hype - The Time Quest 
Indiana Jones 
International Rally Championship 
Interstate 82 

Jack Nicklaus 

Jagged Alliance 2 

Kings Quest Mask of Eternity 
Klingon Honor Guard 
Kuba 

Lands of Lore 3 

Legend of the Five Rings 
Lego Creator 

Lego Loco 

Links Extreme 

Lords of Magic 

Madden NFL '99 

Malkari 

Mechwarrior 3 

Messiah 

MiG 29 Fulcrum 
Morpheus 

Moto Racer 2 

Myth 2: Soulblighter 
NASCAR Racing 3 

Need For Speed Ill 

NFL Blitz 

NFL Gameday 99 

NHL '99 

North vs. South 
Oddworld: Abe's Exoddus 
ODT 

Omikron: The Nomad Soul 
Outcast 

Powerslide 

Prey 

Pro Pilot 99 

Pro Pinball: Big Race USA 
Quake 2 Mission Pack 2 
Quest For Glory 5: Dragonfire 
Rayman 2 

Rebel Moon Revolution 
Redline 

Requiem: Wrath of the Fallen 
Return Fire II 

Return To Krondor 

Road to Moscow 

Sabrina 

SCARS 

Sega Rally 2 

Settlers Ill 

Shadowman 

Shadowpact 

Shadowrun 
ShatteredLight 


Manufacterer/ 
Publisher 


Ubi Soft 

Red Storm 

Apogee 

Electronic Arts 

Interplay 

Radical Ent. 

Radical Ent. 

Radical Ent. 

Sony Interactive 

Virgin Interactive 

Psygnosis 

Red Orb 

Interplay 

SegaSoft 

Infogrames 

Activision 

Impact Publishing 

GOD 

Psygnosis 

Sierra 

Interplay 

Psynosis 

Lucas Arts 

Sierra 

Activision 

Activision 

3D0 

Infogrames | 

Sierra 

Sega Ent. 

Ubi Soft 

LucasArts 

THQ 

Activision 

Activision 

Sirtech | 

Sierra 

Microprose 

Patch 

Westwood Studios | 

Activision 

Lego Media 

Lego Media | 

Access Software 

Sierra 

Electronic Arts — | 

Interactive Magic 

MicroProse 

Shiny/Interplay 

NovaLogic 

Pirahna 

Electronic Arts 

Bungie 

Sierra 

Electronic Arts 

Midway 

989 Studios | 

Electronic Arts | 

Interactive Magic | 

GT Interactive | 
| 
| 


Psygnosis 

Eidos Interactive 
Infogrames 

GT Interactive 
3D/Realms 
Sierra 

Empire Interactive 
Activision 

Sierra 

UbiSoft Entertainment 
GT 

Accolade 

200 

MGM Interactive 
Sierra 

|-Magic 

Cendant 

UbiSoft | 
Sega Ent. 

Blue Byte 

Acclaim 

Blue Byte | 
FASA Interactive | 
Simon & Schuster | 


Product 
Genre/Type 


Action 
Strategy 
3D Shooter 
Strategy 
Action 
Sports 
Sports 
Sports 
RPG 
Action 
Sports 
Strategy 
Role Playing 
Action 
Simulation 
Simulation 
Action 
Simulation 
Racing 
Adventure 
Action 
Adventure 
Action 
3D Shooter 
Action 
Adventure 
Role-Playing 
Role-Playing 
Strategy 
Action 
Adventure 
Action 
Racing 
Racing 
Golf 
Strategy 
Adventure 
Action 
Board Game 
Role Playing 
Role Playing 
Children 
Children 
Golf 
Adventure 
Sports 
Action 
Adventure 
Adventure 
Flight Sim 
Action 
Racing 
trategy 
Racing 
Racing 
Sports 
Football 
Sports 
Strategy 
Adventure 
Action 
Action 
Action 
Racing 
3D Shooter 
Flight Sim 
Arcade 
3D Shooter 
Adventure 
Adventure 
Adventure 
Driving/Combat 
3D Shooter 
Action 
Adventure 
Simulation 
Adventure 
Racing 
Racing 
Strategy 
Action 
Strategy 
Action 
Role Playing 


Pre-Book 
Date 


EST Ship 
Date 


11/98 
10/98 

Q2 99 
10/98 
11/98 
Q4 

10/98 
10/98 
9/30/98 
9/98 

Q1 '99 
10/98 
10/98 
10/98 
11/98 
9/30/98 
12/98 
11/98 
10/98 
Q4 

Q1 o 
11/98 
9/21/98 
03 
11/16/98 
10/30/98 


10/16/98 
11/98 
11/16/98 
Q4 
11/2/98 
11/98 
04 
11/16/98 
04 

04 

04 
10/24/98 
9/30/98 
10/98 
03 

10/98 
01 ‘99 
10/98 
10/98 
10/14/98 
10/98 
11/16/98 
8/98 
9/98 
11/98 


10/1/98 
11/98 
10/30/98 
10/1/98 
10/98 
11/98 
04 
11/98 
03 
11/15/98 


Pre-Book 


Date 


EST Ship 
Date 


Shattered Reality 

Sid Meier's Alpha Centauri 
SimCity 3000 

Sin 

Skies 

Slave Zero 

Space Bunnies Must Die 
Space Circus 
Spaerhead 

Speed Busters 

Speed Tribes 

Sportscar Supreme GT 
StarCon 


Sierra Sports Basketball Pro 99 


Sierra Sports Football Pro 99 
Sierra Sports Skiing ‘99 
Starsiege 

Starsiege: Tribes 


Star Trek: Birth of the Federation 


Star Trek: Creator 

Star Trek: Klingon Academy 
Star Wars: Rogue Squadron 
Starwulf 

Striker 

Swords and Sorcery 

Test Drive 5 

Test Drive Off Road 2 
Theocracy 

Thief : Dark Project 

Tides of War 

Tiger Woods '99 

Tom Clancy's ruthless.com 
Tomb Raider 3 

Tonic Trouble 

Total Annihilation Kingdoms 
Trans Am Racing 
Trespasser: Jurassic Park 
Turok 2 

Ultima: Ascension 

Ultra Fighters 

Uprising 2 

VRally 

Vigilance 

Virtual Knex 

Vulcan Fury 

WARGASM 

War of the Wolrds 

WCW Nitro 

Wings of Destiny 

Wizardry 8 

Wheel of Time 

Vegas Wrath 

Yoot's Tower 


PC (3Dfx Enhanced Titles) 
10-Six 

10th Planet 

Alien Resurrection 
Asheron's Call 

Baja 1000 Racing 

Big Brother 

Canal Soccer 99 
Carmageddon 2 

Centipede 3D 

Confirmed Kill 

Daikatana 

Dead Unity 

Descent Ill 

DethKarz 

DJump 

Duke Nukem Forever 
Dungeon Keeper 2 

Enemy Zero 

ESPN National Hockey Night 
ESPN NBA Tonight 

ESPN X-Games Pro Boarder 
Excession 

Extreme Warfare 

Fatal Abyss 

Fighter Duel 2.0 

Final Countdown 

FLY! 

Formula 1 ‘98 

Giants 


Manufacterer/ Product 
Publisher Genre/Type 
KO Interactive Action 
Electronics Arts Action 
Maxis City Builder Sim. 
Activision 3D Shooter 
SegaSoft Role-playing 
Accolade Action 
Panasonic Action 
Infogrames Adventure 
Interactive Magic Action 
UbiSoft Racing 
THQ Adventure 
Virgin Interactive Racing 
Accolade Action 
Sierra Sports 
Sierra Sports 
Sierra Sports 
Dynamix Adventure 
Sierra | Action 
Micropose Strategy 
Simon & Schuster | Creativity 
Interplay | Adventure 
LucasArts Action 
Intense Entertainment Simulation 
Rage Software | Action 
Virgin Adventure 
Accolade Racing 
Accolade Racing 
Interactive Magic Strategy 
Eidos Adventure 
GT Interactive Strategy 
Electronic Arts Golf 

Red Storm Strategy 
Eidos Interactive Action 

Ubi Soft Platformer 
GT Interactive Strategy 
GT Interactive Racing 
DreamWorks | 3D Shooter 
Acclaim | 3D Shooter 
Electronic Arts | Role Playing 
Interactive Magic | Flight Sim 
3DO Strrategy 
Infogrames Racing 
SegaSoft 3D Shooter 
Fox Interactive Adventure 
Interplay Adventure 
Infogrames Action 

GT Interactive Adventure 
THQ Fighting 
Pysgnosis Simulation 
Sir-Tech Role Playing 
GT Interactive 3D Shooter 
Future Primitive Action 
Sega Ent. Strategy 
SegaSoft Action/Strategy 
Bethesda Softworks Strategy 
Fox Interactive Action 
Microsoft Games Role-Playing 
Red Orb Racing 
Media X Action 
Infogrames Sports 
Interplay Action 
Hasbro Interactive | Action 
Eidos Interactive Action 
Eidos Interactive 3D Shooter 
THQ Action 
Interplay Action 
Melbourne House Driving 

Ubi Soft Action 

GT Interactive 3D Shooter 
Electronic Arts Strategy 
Sega Ent. Adventure 
Radical Ent Sports 
Radical Ent Sports 
Radical Ent Sports 
THQ Action 

Red Orb Strategy 
SegaSoft Action 
Infogrames Simulation 
Impact Publishing Action 
G.0.D Simulation 
Psygnosis Racing 
Interplay Action 


10/98 
TBA 

TBA 
8/98 
TBA 

TBA 
8/98 
10/98 
TBA 
9/98 
10/98 
9/98 | 
TBA 
11/98 
9/98 
9/98 
9/98 
9/98 
TBA 

TBA 
10/98 
10/98 
TBA 
9/98 
9/98 
10/98 | 
10/98 | 
TBA 
9/98 | 
8/98 | 
8/98 | 
10/98 
10/98 
TBA 
10/98 
10/98 
9/98 
9/98 
10/98 
TBA 
9/98 
10/98 
9/98 
TBA 
9/98 
TBA 
9/98 
TBA 
TBA 
TBA 
TBA 
10/98 
9/98 


TBA 
9/98 
8/98 
TBA 
10/98 
TBA 
10/98 
9/98 
9/98 
9/98 
11/98 
TBA 
9/98 
9/98 
10/98 
TBA 
9/98 
9/98 
TBA 
TBA 
9/98 
TBA 
9/98 
9/98 
10/98 
11/98 
10/98 
9/98 
TBA 


11/98 
02 ‘99 
04 

9/98 

Q2 '99 
Q2 '99 
9/15/98 
11/98 
Q3 
10/98 
11/15/98 
10/98 
Q2 '99 
12/2/98 
10/16/98 
10/15/98 
10/2/98 
10/98 
Q4 

Q4 
11/98 
11/2/98 
Q1 '99 
10/98 
10/2/98 
11/98 
11/98 
Q4 
10/16/98 
9/98 
9/98 
11/98 
11/98 
Q3 
11/98 
11/98 
10/98 
10/98 
11/98 
Q4 
10/98 
11/98 
10/98 
Q4 
10/2/98 
04 
10/98 
Q4 

Q2 99 
Q1 99 
Q1 99 
11/98 
10/98 


Q1 ‘99 
10/98 
9/98 
0199 
11/98 
10/98 
11/98 
10/98 
10/98 
10/98 
12/16/98 
Q1 ‘99 
10/98 
10/98 
11/98 
Q2 99 
10/98 
10/98 
Q4 
10/98 
10/98 
Q2 99 
10/98 
10/98 
11/98 
12/98 
11/98 
10/98 
Q1 '99 


The three billion dollar a year 
business of CD-ROM piracy is about 
to hit a serious production problem. 


Consumer copiers, hackers, and 
commercial pirates cost you and the 
PC entertainment, education, and ref- 
erence CD-ROM publishing industry 
more than $3 billion a year. Which is 
exactly why you need SafeDisc.” 

SafeDisc prevents CD-Recordable 
drives and other remastering devices 
from producing useable copies of orig- 
inal CD-ROMs. It does not interfere 
with game or program playability . . . 
its disc authentication technology 
assures that only original discs are 
playable . . . and SafeDisc is available 
to all mastering houses and replicators. 
SafeDisc is from Macrovision 
Corporation, the leading copy protec- 
tion technology company in the world. 


Macrovision offers its security 


Macrovision Corporati 
Phone: +1 (408) 743-860( 


technologies in over 35 countries on 
six continents. In fact, our video copy 
protection technology has been the 
de facto standard for protecting 
Hollywood's home video movies for 
over a decade. Now, for the first time, 
a truly effective security technology 
is being made available to the 
multimedia software market from 
an industry leader. So give us a call 
at +1 (408) 743-8600. Or visit our 
website at www.macrovision.com. 
Then find out more about SafeDisc. 
And start bringing all that lost revenue 
right back to your bottom line-where 


it belongs. 


MACROVISION 
A Protecting your image 


cans Drive * Sunnyvale. CA 94089 
ax: +1 (408) 743-8610 * web: www.macrovision.com. 


© 1998, Macrovision Corporation. SafeDisc is a trademark of Macrovision Corporation and C-Dilla, Limited. 


Best Software 


PC 


GAMING 
COMES 


Bi BEST DATA 


Best Hardware 


The record-setting 
speed and power of 
SDfx Interactive’s 
Voodoo will take you 
places you've never 
seen, at frame rates 


you won't believe. 


Get Voodoo. 


ivision, Inc. Copyright 


TT 


d 


Global Domination 
Grand Prix Legends 
Half-Life 

Heavy Gear 2 
Heretic 2 
Homeworld 

House of the Dead 
Interstate ‘82 
Klingon Academy 
Klingon Honor Guard 
Madden NFL ‘99 
MechWarrior 3 
Messiah 

Moto Racer 2 
Motocross Madness 
Myth 2: Soulblighter | 
NCAA Football 99 

NFL Gameday ‘99 | 
NHL '99 

0.0.7. 

Omikron: The Nomad Soul 
PowerSlide 

Quake Ill 

Rayman 2 

RC Racer 

Redline 

Relativity 

Requiem: Wrath of the Fallen 
Return Fire 2 

Return to Krondor 

SCARS 

Sega Rally 2 

Shadowman 

Shadowpact 

Shadowrun 

Shattered Reality 

Speed Busters 

Sportscar Supreme GT 

StarCon 

Striker 

Swords and Sorcery 

Test Drive 5 

Test Drive Offroad 2 

Thief: The Dark Project 

Tiger Woods ‘99 

Tomb Raider 3 

Tresspasser 

Turok 2 

Ultima Ascension 

Uprising 2 

Vigilance 

V-Rally 

WARGASM 

War of The Worlds 

WCW Nitro 

Wheel of Fortune 

Wheel of Time 

Wizardry 8 

Wrath 


PLAYSTATION 

A Bug's Life 

Activision Classics 

Alien Resurrection | 
Apocalypse 
Armored Core 2 
Army Men 3D 
Assault 
Asteroids 

Back Street Billiards | 
Big Air Snowboarding | 
Black Bass w/Blue Marlin 
Bomberman World 

Brave Fencer Mushashi 

Bushido Blade 2 

Bust-a-Groove 

Caesar's 2 

Centipede 

Cool Boarders 3 

Clock Tower 2 

Crash Bandicoot 3 

Dark stalkers 3 

Dead in the Wi 
Dead Unity 


ater 


Manufacterer/ 
Publisher 


Psygnosis 
Sierra 
Sierra 
Activision 
Activision 
Sierra 
Sega Ent. 
Activision 
Interplay | 
Microprose 
Electronic Arts | 
Microprose | 
Interplay | 
Electronic Arts 
Microsoft Games 
Bungie 
Electronic Arts 
Sony Interactive 
Electronic Arts 
Psygnosis 

Eidos Interactive 
GT Interactive 
Activision 
UbiSoft 

Fox Interactive 
Accolade 
SegaSoft 

300 

MGM Interactive 
Sierra 

UbiSoft 

Sega 

Acclaim | 
Blue Byte Software | 
FASA Interactive 
KO Interactive 
UbiSoft 

Virgin Interactive 
Accolade 

Rage Software 
Virgin Interactive 
Accolade 
Accolade 

Eidos Interactive 
Electronic Arts 
Eidos Interactive 
DreamWorks 
Acclaim 
Electronic Arts 
300 

SegaSoft 
Infogrames 
Infogrames 

GT Interactive — | 
THQ | 
Hasbro | 
GT Interactive | 
Sir-Tech Software | 
Future Primitive | 


Disney /Sony 
Activision 

Fox Interactive 
Activision 
ASCII 

3D0 

Midway 
Activision 
ASCII 
Accolade 

Hot B 

Atlus 

EA Square 

EA Square 
Sony 
Interplay | 
Hasbro | 
Sony | 
ASCII | 
Sony 

Capcom 

ASC Games 

THQ | 


Product 
Genre/Type 


Strategy 
Racing 

3D Shooter 
Action 
Action 
Strategy 
Action 
Action 
Action 
Action 
Sports 
Action 
Action 
Racing 
Racing 
Strategy 
Sports 
Sports 
Sports 
Action 
Action 
Racing 
Shooter 
Adventure 
Racing 
Action 
Adventure 
3D Shooter 
Action 
Adventure 
Racing 
Racing 
Action 
Adventure 
Action 
Action 
Racing 
Racing 
Action 
Action 
Role-Playing 
Racing 
Racing 

3D Shooter 
Sports 
Action 

3D Shooter 
3D Shooter 
Role-Playing 
Strategy 
Action 
Racing 
Action 
Action 
Fighting 
Sim 

3D Shooter 
Role-Playing 
Action 


Action 
Compilation 
Action 
Action 
Action 
Action 
Action 
Shooter 
Simulation 
Snowboarding 
Sports 
Action 
Fighting 
Fighting 
Action 
Gambling Sim 
Action 
Sports 
Adventure 
Action 
Fighting 
Racing 
Action 


Pre-Book EST Ship 


Date 


Date 


11/98 
10/98 
10/98 
11/16/98 
11/98 
10/30/98 
04 
11/98 
11/98 
11/98 
10/98 
10/98 
01 99 
10/98 
10/98 
10/98 
10/98 
11/98 
10/98 
10/98 
11/98 
9/98 
01 ‘99 
10/98 
10/7/98 
9/98 
9/98 
10/98 
9/98 
10/98 
10/98 
11/98 
11/98 
11/98 
10/98 
11/98 
10/98 
10/98 
10/98 
10/98 
10/98 
11/98 
11/98 
10/16/98 
9/98 
11/98 
11/98 
10/98 
11/98 
10/98 
10/98 
11/98 
04 
10/24/98 
04 
10/4/98 
Q1 99 
11/98 
11/98 


11/98 
10/98 
04 
11/3/98 
10/98 
04 
10/98 
9/98 
10/98 
11/98 
10/98 
10/98 
11/6/98 
10/3/98 
12/98 
10/98 
10/98 
10/28/98 


9/23/98 


Manufacterer/ Product Pre-Book EST Ship 


Publisher Genre/Type Date Date 
Deception 2 Tecmo Adventure | 9/98 10/98 
Destrega KOEI Fighting | TBA 1/99 
Dragon Seeds Jaleco Fighting | 9/98 10/98 
Duke Nukem: Time to Kill GT Interactive 3D Shooter TBA | 9/29/98 
Earth Worm Jim 3D | Interplay Adventure TBA | Q4 
Elmo's Letter Adventure | NewKidCo | Education TBA | 11/98 
Elmo's Number Journey NewKidCo Education TBA | 11/98 A : 5 8 
ESPN National Hockey Night Radical Ent. Sports TBA | Q4 * Compatible With All Nintendo? 64 Games 
ESPN NBA Tonight Radical Ent. Sports TBA 10/98 * Compatible With Controller Pak" 
ESPN X-Games Pro Boarder Radical Ent. Sports | 9/98 10/98 * Ergonomic Design For Superior Comfort 
Fifth Element Activision Action TBA Q4 a e 
Formula 1 ‘98 | Psygnosis Racing TBA | 10/98 Never Nodus To BRE brates 
FreeStyle Boarding ‘99 | Capcom Sports TBA | 019 
Front Mission 2 | Square Strategy TBA TBD 
Global Domination Psygnosis Strategy TBA 11/98 
International Rally Champ. THQ | Racing | 8/98 9/98 
Jeopardy Hasbro Sim | 9/98 10/98 
Knockout Kings Electronic Arts Sports | 9/98 10/21/98 
Legacy of Kain: Soul Reaver Crystal Dynamics Adventure | TBA Q4 
Lunar Silver Star Story Working Design | Role Playing | TBA 10/16/98 
MediEvil Sony | Action 9/98 10/21/98 
Metal Gear Solid Konami | Action TBA | 9/22/98 
Monkey Hero Take 2 Action TBA 11/98 
Moto Racer 2 Electronic Arts Racing TBA 10/7/98 
Motorhead Fox Interactive Racing TBA 10/98 
NASCAR '99 Electronic Arts Sports | 8/98 | 9/29/98 
NBA Live '99 Electronic Arts Sports TBA | Q4 
NBA Shootout ‘99 989 Studios Sports TBA | 10/98 
NCAA Gamebreaker ‘99 989 Studios Sports TBA | 11/98 
NHL '99 | Electronic Arts Sports 8/98 | 10/23/98 
NHL Faceoff '99 989 Studios Sports 9/98 10/07/98 
NFL Blitz Midway Sports | TBA 9/30/98 
Oddworld: Abe's Exoddus GT Interactive Adventure | 10/98 11/98 
ODT Psygnosis Action | TBA 11/98 
Poy Poy 2 Konami Puzzle | 11/98 | 12/98 
Psybadek | Psygnosis | Action | 10/98 11/11/98 
Quake Il | Activision Shooter | 10/98 11/98 
Rally Cross 2 | Sony Racing TBA | 12/98 
Resident Evil: DC Dual Shock Capcom | Action 9/98 10/98 
Resident Evil 2 Dual Shock Capcom Action 9/98 10/98 
Rival Schools Capcom Fighting 9/98 10/98 
Rogue Trip GT Interactive Action 9/98 | 10/98 
Rugrats THQ Adventure 9/98 | 10/16/98 
Rushdown Canal+ Racing | TBA | 10/98 
Shao Lin THQ Fighting | TBA | 01 ‘99 
Silhouette Mirage Working Designs | Action TBA | 10/98 
Small Soldiers Electronic Arts Action 9/98 10/28/98 
Sportscar Supreme GT Virgin Racing | TBA 04 
StarCon Accolade Action | 10/98 11/98 
Streak | GT Interactive Racing | 10/98 11/98 
Street Fighter Collection 2 | Capcom Fighting | 10/98 11/98 
Syphon Filter | Sony | Action | 10/98 | 11/98 
Tails of Destiny | Namco | Role Playing 10/98 | 11/98 
Tarzan | Disney | Adventure TBA | 04 
Tai Fu | Activision | Action TBA | 11/98 
Team Losi RC Racing | Fox Interactive | Racing 9/98 | 10/98 
Test Drive 5 Accolade Racing | 9/98 10/98 
Test Drive Off Road 2 Accolade Racing | 10/98 11/98 
Thrill Kill Virgin Fighting | 9/98 | 10/2/98 
Tiger Woods '99 Electronic Arts Sports | 10/98 | 11/11/98 1 8 5 
Tiny Tank MGM Interactive Action TBA | o i Compatible with 
Tomb Raider 3 Eidos Adventure 10/98 | 11/17/98 " F Rumble Pak 
Tomorrow Never Dies MGM Interactive Action TBA Q1 ‘99 
Twisted Metal 3 Sony Action | TBA | o 
Uprising X 3D0 Strategy TBA Q4 
Warrick Dunn VR Football Interplay Sports 8/98 9/98 
WCW/NWO Thunder THQ Fighting TBA Q1 ‘99 
Xenogears EA Square Action 10/98 | 11/6/98 


Available Now For Pla: 


Distributed in the HS by: REALITY QUEST 
ry aren 
سن‎ or approved www.theglove.com 


Visit www.gameweek.com for the latest information and stock index quotes 


Publishers/Manufacturers 


EXCH TICKER 


VIA 


52-WEEK 52-WEEK P/E 
LOW 


COMPANY HIGH 


TDFX 3Dfx 35.25 
NASD THDO 3DO 4.12 
NASD AKLM  Acclaim 8.18 
NASD. ATVI... Activision 18.62 
NASD AAPL Apple Comp. 41.00 
NASD BROD Broderbund 37.75 
NYSE CD Cendant Corp. 41.68 
NYSE CPQ Compaq Comp. 39.75 
NASD CREAF Creative Labs 29.37 
NASD DELL Dell 118.25 
NASD DIMD Diamond Mult. 16.50 
NYSE DIS Disney 42.75 
NASD EIDSY Eidos Int. e enis) 
NASD ERTS. Electronic Arts 57.12 
NASD XPRT Expert Software 8.25 
NASD GTIS GT Interactive 12.87 
NYSE MC Matsushita 207.00 
AMEX HAS Hasbro 40.93 
NYSE HWP Hewlett Packard 82.37 
NYSE IBM IBM 138.12 
NASD INTC Intel 100.75 
NASD INGR Intergraph 14.18 
NASD IPLY ` Interplay 8.25 
NASD LGCY Legacy 3.25 
NASD LOGIY Logitech 19.00 
NASD MPRS MicroProse 39.37 
NASD MSFT _ Microsoft 119.62 
NYSE MWY Midway 26.81 
NASD NSCP Netscape 44.62 
NYSE PHG Phillips 102.87 
NASD SEVL 7th Level 12.62 
NASD RCOT Recoton 39.43 
NASD ROMT Rom Tech Inc. 2 
NYSE SGI Silicon Graphics 30.31 
NYSE SNE Sony Corp. 100.18 
NASD SYMC Symantec 32.62 
NASD TTWO Take Two 8.75 
NASD THQI T-HQ 36.06 
NYSE TWX Time Warner 100.00 
NASD TMSR ThrustMaster 19.50 


Viacom 69.37 


12.37 
1.93 
2.93 
9.37 
12.75 
15.25 
19.75 
23.12 
9.37 
35.00 
5.50 
24.81 
6.25 
29.81 
2.25 
5.25 
135.12 
25.75 
49.00 
88.62 
65.65 
6.40 
5:25 
0.25 
11.50 
2.87 
59.00 
12.00 
14.87 
54.12 
125 
12.50 
0.93 
10.00 
74.50 
17.87 
4.50 
9.25 
50.50 
5.25 
26.00 


10.7 
350.0 


31.5 


14.31 
3.19 
5.69 
12.63 
34.63 
21.00 
17.31 
32.81 
12.25 
108.59 
6.13 
34.44 
13.00 
50.66 
3.50 
7.38 
160.00 
36.19 
55.50 
132.50 
84.44 
7.00 
6.75 
0.47 
13.25 
3.19 
109.94 
15.13 
28.56 
81.69 
4.13 
34.06 
1.63 
11.13 
85.00 
24.25 
6.06 
28.94 
90.31 
7.00 
67.88 


07/31/98 08/14/98 


RATIO CLOSE CLOSE 


13.00 
3.50 
6.78 
11.38 
40.50 
20.88 
17.06 
34.81 
9.75 
105.63 
5.63 
31.75 
12.25 
48.69 
2.81 
6.00 
141.31 
35.75 
52.75 
125.38 
86.19 
7.00 
5.25 
0.38 
11.50 
5.75 
104.25 
14.56 
29.38 
76.81 
3.97 
29.50 
1.44 
10.44 
79.25 
24.06 
5.75 
28.69 
89.38 
6.00 
59.56 


% CHANGE 
IN PERIOD 
IN YEAR 


-9.17% 
9.80% 
19.23% 
-9.90% 
16.97% 
-0.60% 
-1.44% 
6.10% 
-20.41% 
-2.73% 
-8.16% 
-7.80% 
-5.77% 
-3.89% 
-19.64% 
-18.64% 
-11.68% 
-1.21% 
-4.95% 
-5.38% 
2.07% 
0.00% 
-22.22% 
-20.00% 
-13.21% 
80.39% 
-5.17% 
-3.72% 
2.84% 
-5.97% 
-3.79% 
-13.39% 
-11.54% 
-6.18% 
-6.76% 
-0.77% 
-5.15% 
-0.86% 
-1.04% 
-14.29% 
-12.25% 


% 
CHANGE 


-42.22% 
60.00% 
87.07% 
-36.36% 
208.57% 
-18.54% 
-50.36% 
23.23% 
-55.68% 
151.49% 
-36.62% 
-67.93% 
0.00% 
28.76% 
-21.05% 
-5.88% 
-7.03% 
13.49% 
-15.43% 
19.83% 
22.69% 
-30.00% 
-12.50% 
650.00% 
-23.33% 
162.86% 
61.32% 
-19.93% 
20.51% 
26.96% 
135.19% 
118.52% 
-43.21% 
-15.23% 
-12.67% 
9.69% 
12.20% 
24.73% 
44.15% 
-52.71% 
45.72% 


AMES 
BBY 
NYSE CC 
CPU 
EGGS 
GGUY 
MAY 
NAVR 
NYSE S 
SME 
SPLS 
TAN 
TOPS 
TOY 
WMT 


Ames Stores 29.62 
Best Buy 53.00 
Circuit City 54.50 
Comp USA 38.00 
EggHead 29.12 
Good Guys 15.75 


May Dept Stores 70.87 


Navarre 12.75 
Sears 65.00 
Service Merch. 4.87 

Staples 34.25 
Tandy 58.31 
Tops Appliance 6.43 

Toys R Us 37.12 
Walmart 69.68 


12.37 
7.31 
31.00 
14.50 
5.50 
6.00 
49.87 
2.00 
38.75 
1.50 
15.37 
30.37 
0.93 
19.50 
30.25 


"Source: Nordby International Inc. (nortlby.com), Boulder, CO" 
“This information is based on sources believed to be reliable, and while extensive efforts are made to assure its 
accuracy, no guarantees can be made. Nordby International assumes no liability for any inaccuracies.” 
"For information on Nordby's customized financial research services, call 1-303-938-1877." 


12.6 
42.9 
35.5 
52.3 


21.38 
46.75 
51.56 
18.94 
14.50 
8.88 

64.19 
5.69 

50.75 
1.63 

32.88 
56.81 
3.63 

22.75 
63.13 


Retailers and Distributors 


20.75 
52.81 
40.13 
17.25 
12.50 
8.19 

62.00 
4.88 

48.25 
1.88 

30.94 
56.75 
2.94 

20.00 
62.38 


-2.92% 
12.97% 
-22.18% 
-8.91% 
-13.79% 
-7.75% 
-3.41% 
-14.29% 
-4.93% 
15.38% 
-5.89% 
-0.11% 
-18.97% 
-12.09% 
-1.19% 


18.57% 
186.44% 
12.83% 
-44.35% 
92.31% 
7.38% 
17.67% 
129.41% 
6.63% 
-11.76% 
67.23% 
47.16% 
176.47% 
-36.38% 
58.16% 
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INFOGRAMES 


INDEX COMPARISONS 


07/31/98 
Close 
GameWEEK 


Composite Index 1552.82 


GameWEEK 


Publishers Index 1476.47 


GameWEEK 
Retailers/Dist. 


NASDAQ 


2068.84 
1872.39 


Dow Jones 
Indust. Avg. 8883.29 
S&P 500 

Stock Index 1120.67 


Russel 2000 419.75 


08/14/98 Net 
Close Change 


1475.78 -77.05 


1397.24 -79.23 


2017.45 
1790.19 


-51.38 
-82.20 


8425.00 -458.29 


1062.75 
402.79 


-57.92 
-16.96 


% 
Change 


-4.96 


-5.37 


-2.48 
-4.39 


-5.16 


-5.17 
-4.04 


GAINERS AND LOSERS 


GAINERS % Change 
80.39% 
19.23% 
16.97% 
15.38% 
12.97% 


MicroProse 
Acclaim 

Apple Computer 
Service Merch. 
Best Buy 


LOSERS 


Interplay 

Circuit City 
Creative Labs 
Legacy 

Expert Software 


% Change 


-22.22% 
-22.18% 
-20.41% 
-20.00% 
-19.64% 


SUMMARY OF RESULTS 


Advances 
Declines 
Unchanged 


NASDAQ 
Composite 


GameWEEK 
Ret Det. Index 


GameWEEK 
Composite index 


GameWEEK 
Publishers Index 
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Where Games 
are E D jorm 


COMPUT= 
DEVEL@PERS ` 


GON FEREN€E™ 


wi AA 


Set 


G DC RoadTri ip. 

Go To www.gdconf.com/gmwk 
Ca all 415-905-2388 

E-mail cgdc@mfi.com 


Other Miller Freeman Game Group 
products include: 


DEVELOPER 


G ra 


OFFICIAL NPD TRSTS 


Top 10 Best Selling Videogame 
Accessories 


RANKED ON UNITS SOLD 
JULY, 1998 


Top 25 Best Selling Videogames 


RANKED ON UNITS SOLD 
JULY, 1998 


AVERAGE 
RETAIL 
MANUFACTURER PRICE 


JUNE JULY 


RANK RANK TITLE PLATFORM 


RANK ACCESSORY PLATFORM MANUFACTURER 


Banjo-Kazooie Nintendo 64 Nintendo of America $50 Dual Shock Controller 


PlayStation 


Sony Computer Ent. 


WWF Warzone Sony PlayStation Acclaim Ent. $46 Memory Card Value Pak PlayStation InterAct Accessories 


. Gran Turismo Racing Sony PlayStation Sony Computer Ent. $41 RFU Adaptor PlayStation InterAct Accessories 


. Mission Impossible Nintendo 64 Infogrames $61 Memory Card 


RF Adaptor 2 


PlayStation Sony Computer Ent. 


- Mortal Kombat 4 Sony PlayStation Midway Home Ent. $44 PlayStation Sony Computer Ent. 


3 Mortal Kombat 4 Nintendo 64 Midway Home Ent. $51 RFU Adaptor Nintendo 64 InterAct Accessories 


S Goldeneye 007 
NFL Xtreme 


Nintendo 64 Nintendo of America Controller PlayStation 


Nintendo 64 


Sony Computer Ent. 
Sony PlayStation Sony Computer Ent. Blue Controller 


Memory Card 15X 


Nintendo of America 


(o Oo 4 Oo om A OQ M حم‎ 


Road Rash 3D Sony PlayStation Electronic Arts PlayStation Mad Catz 


Tekken 3 Sony PlayStation Namco 10  Superpad Super Nintendo — InterAct Accessories 


MLB With Ken Griffey Jr. Nintendo 64 Nintendo of America Source: NPD TRSTS Video Game Tracking Service 


Quest 64 Nintendo 64 THQ 


A great measuring stick of a console system's popular- 
ity is the amount of peripherals and other accessories 
that are being sold for it. Of the top ten accessories 
sold in July, seven of them are for PlayStation, led by 
Sony's Dual Shock Conrtroller, and only two for 
Nintendo 64. The last is InterAct's Superpad for the 
Super Nintendo, proving that 16-bit is still going. 


Super Mario 64 Nintendo 64 Nintendo of America 


Mario Kart 64 Nintendo 64 Nintendo of America 


_ All Star Baseball ‘99 Nintendo 64 Acclaim Ent. 
_ Triple Play ‘99 


Tomb Raider 


Sony PlayStation Electronic Arts 


Sony PlayStation Eidos Interactive 


Crash Bandicoot 


MLB ' 99 


Sony PlayStation Sony Computer Ent. Sony's Dual Shock Controller 


Sony PlayStation Sony Computer Ent. 


Vigilante 8 Sony PlayStation Activision 


Top 10 Best Selling PlayStation Games 
RANKED ON UNITS SOLD. 
JULY, 1998 


1080 Snowboarding Nintendo 64 Nintendo of America 


Yoshi's Story Nintendo 64 Nintendo of America 
AVERAGE 
Nintendo 64 


Off Road Challenge 
Need For Speed III 
MK Trilogy 


**Not in Top 25 Last Month 


Midway Home Ent. 


Sony PlayStation Electronic Arts 


Sony PlayStation Midway Home Ent. 


Source: NPD TRSTS Video Game Tracking Service 


Acclaim's WWF Warzone 


4 


THE NPD GROUP, INC. 


Nintendo's Banjo-Kazooie comes in at num- 
ber one for the month of July, which is really 
no surprise considering it is one of Nintendo's 
biggest releases of the year. However, com- 
ing out of nowhere to grab the second spot is 
Acclaim's WWF Warzone for the PlayStation. 
This just goes to show that the popularity of 
professional wrestling continues to grow at an 
alarming rate and that Acclaim picked the per- 
fect time to release their game when there 
was very little competition to go up against. 
Expect to see the Nintendo version of 
Warzone on this chart next month. 


LCE GameWEEK 


JUNE JULY 
RANK RANK 


TITLE 


WWF Warzone 

Gran Turismo Racing 
Mortal Kombat 4 
NFL Xtreme 


Road Rash 3D 


MANUFACTURER 


Acclaim Ent. 


Sony Computer Ent. 


Midway Home Ent. 


Sony Computer Ent. 


Electronic Arts 


RETAIL 
PRICE 


$46 
$41 
$44 
$41 
$42 


Tekken 3 


Triple Play ‘99 
Tomb Raider 


Crash Bandicoot 


MLB ‘99 


**Not in Top 10 Last Month 


Namco $45 
Electronic Arts $41 
Eidos Interactive $21 
Sony Computer Ent. $21 
Sony Computer Ent. $41 


Source: NPD TRSTS Video Game Tracking Service 


Sony's NFL Xtreme 


Acclaim rocks the PlayStation as WWF Warzone 
debuts at number one, taking the title from Sony's Gran 
Turismo Racing. Midway's Mortal Kombat 4 stays in the 
hunt by moving up one spot. Sony's NFL Xtreme 
makes an impressive debut at number four, but don't 
expect the glory to last as Midway's NFL Blitz is prepar- 
ing for release in September. Baseball games across 
all platforms slipped this month except for EA Sports' 
Triple Play 99 which jumps up two spots. 


Licensing Week 


January 1, 1999 


OFFICIAL NPD TRSTS 


TT 


Top 20 Best Selling PC Games 


RANKED ON UNITS SO 
JUNE 1998 ` BET AVERAGE 


QUO IM I e RETAIL 
MONTH MONTH TITLE ` MANUFACTURER PRICE 


Top 10 Best Selling Nintendo 64 Gam 


RANKED ON UNITS SOLD 
JULY, 1998 


JUNE JULY 
RANK RANK 


PUBLISHER 


TITLE 


2 z Banjo-Kazooie Nintendo of America 
StarCraft Blizzard $42 1 
a 2 Mission Impossible Infogrames 
Unreal GT Interactive 
i S 7 3 Mortal Kombat 4 Midway Home Entertainment 
_ Deer Hunter WizardWorks 
| 4 4 Goldeneye 007 Nintendo of America 
m m | 
ES Spl Game Hunter ام‎ £ 5 MLB w/Ken Griffey Jr. Nintendo of America 
X Files Fox Interactive 5 6 Quest 64 THQ 
Rocky Mountain Trophy Hunter  WizardWorks 9 7 Super Mario 64 Nintendo of America 
Final Fantasy VII Eidos Interactive 10 8 Mario Kart 64 Nintendo of America 
3 9 All Star Baseball ‘99 Acclaim Entertainment 


Myst Broderbund 


Nintendo of America . 


B 
o 


1080 Snowboarding 
**Not in Top 10 Last Month Source: NPD TRSTS Video Game Tracking Service 


Titanic: Adventure Out of Time ` Cyberflix 


Duke Nukem 3D Formgen 


MS Flight Simulator 98 Microsoft 


Nintendo's Banjo-Kazooie is the top game for July on 
N64. Expect this title to stick around through Christmas 
as the next really big game due from Nintendo is Zelda 
in November. Infogrames' drops in at number two with 
their spy simulation Mission: Impossible, a game that 
many thought would never be released. Once again 
timing is everything as Mission: Impossible comes out 
during a period when there isn't much to compete 
against. 


SimCity 2000 Special Ed. Maxis 
Nascar Track Sierra Sports 
Descent: Freespace Interplay Productions 


MechCommander Microprose 


Deer Hunter: Extended Season  WizardWorks Nintendo's Banjo-Kazooie 


- Riven: The Sequel to Myst Red Orb 


Diablo Blizzard 


Top 10 Best Selling 1998 Videogames 

BASED ON ITEMS INTRODUCED IN 1998 ONLY 

RANKED ON UNITS SOLD , 

JULY, 1998 AVERAGE 
RETAIL 

RANK TITLE PLATFORM MANUFACTURER PRICE 


Trophy Bass Sierra Sports 


Links LS 98 Access Software 


**NOT IN TOP 20 LAST MONTH 


Source: The NED Group » Sofirends Banjo-Kazooie Nintendo 64 Nintendo of America $50 


WWF Warzone PlayStation Acclaim Ent. $46 


Gran Turismo Racing PlayStation Sony Computer Ent. $41 


For the month of June the top three PC 
games remain constant with Blizzard's 
StarCraft at the helm. The game has already 
sold a million copies worldwide and should 
continue to dominate the real time strategy 
market until Westwood's Command & 
Conquer: Tiberian Sun hits later this fall 
Impressive debuts come from Fox 
Interactive's X Files and Eidos Interactive's 
PC version of the PlayStation hit Final 
Fantasy VII. Cabela's Big Game Hunter 
from Activision's recently acquired Head 
Games division takes aim at WizardWorks' 
top selling Deer Hunter for the number one 
hunting sim. 


Mission Impossible Nintendo 64 Infogrames $61 
Mortal Kombat 4 PlayStation Midway Home Ent. $44 
Mortal Kombat 4 Nintendo 64 Midway Home Ent. $51 
NFL Xtreme PlayStation Sony Computer Ent. $41 
Road Rash 3D PlayStation Electronic Arts $42 


o 0 7 0 0 hk 0 NM H 


Tekken 3 PlayStation Namco $45 


H 
o 


MLB w/ Ken Griffey Jr. Nintendo 64 Nintendo of America $51 


Source: NPD TRSTS Video Game Tracking Service 


Blizzard's Starcraft 


Infogrames makes an impressive debut on the best 
selling 1998 games chart with Mission: Impossible, 
especially when you compare its price point to the 
other games on the list. The cosole race is still dead 
even as six games come in for PlayStation and four for 
Nintendo 64. Midway has to be pleased as their Mortal 
Komabt 4 is selling big on both systems. 


LIRE GameWEEK ` 


THE NPD GROUP, INC. 


Infogrames’ Mission: 


Licensin: 


The Magazine For Entertainment Licensing 


eWeek 


From the publishers of GameWEEK 


The Soft-Launch: 


This new bi-weekly news source for the multi-billion dollar licensing industry is 
soft launching through a series of pull-out sections from within sister publication 
GameWEEK magazine. Utilizing the expertise of the GameWEEK editorial 
staff, LicensingWEEK covers the industry from the interactive entertainment 
perspective. Licensing has become a significant sector within the interactive 
entertainment business — and to cover it within the confines of a small news 
section in GameWEEK would not do it justice. 


With CyberActive Publishing's (publisher of GameWEEK) strong backing and 
with partnerships forming with the IEMA (Interactive Entertainment Merchant's 
Association) and the LIMA (Licensing Industry Merchandisers’ Association), 
LicensingWEEK's introduction to the $7 billion gaming industry has all the key 
elements of success. 


The Contents: 


The editors of LicensingWEEK dive into licensing issues from the sector they 
know better than anybody — games. Therefore, the editorial content will be 
largely focused upon the licensing of products and brands relevant to the inter- 
active entertainment industry. The three editorial directions cover the key indus- 
try aspects: Licensing In, Licensing Out, and Licensing at Retail. Rounding-out 
the editorial staff are several new industry experts who have been retained as 
free-lance journalists. Working closely with the aforementioned industry associ- 
ations, LicensingWEEK will give its readers a truly professional view of the 
business of licensing. 


The Circulation: 


During the course of the soft-launch from within the pages of GameWEEK, the 
circulation will be that of its sister publication: 61,000 interactive entertainment 
industry professionals (31,000 retail buyers and executives, 11,000 retail store 
managers, 10,000 manufacturing executives, and 9,000 developer executives), 
plus the 15,700 licensing trade-specific executives from the LIMA membership 
and their annual show, Licensing 98. The final controlled circulation of 
LicensingWEEK has not yet been determined. The frequency during the soft 
launch will be twice monthly (or bi-weekly) until January - at which time we 
expect to have the magazine as a weekly stand-alone publication. Bonus distri- 
butions through calendar 1998 include the following events: ECTS '98, the 
Babbages Vendor Show, the Electronics Boutique Fall Vendor Show, Fall Retail 
Vision, the Focus On Video Show (Canadian), Nintendo's Space World Show. 
Paid subscriptions are available to those not approved by the publisher for a 
complimentary subscription at the charter rate of $63.95 per year. The single- 
copy or newsstand price (if any) has yet to be determined. 


1998 Production Schedule 


Material Material 
Submission Published Publication 
Deadline Deadline In Mail 


Product 
Reservation 
Deadline 


Issue 
Number 


September 15 08/15 08/20 08/25 08/30 


October 15 09/15 09/20 09/25 09/30 


November 15 10/15 10/20 10/25 10/30 


December 15 11/15 11/20 11/25 11/30 


The Rate Card (Charter Rates Provided) 


Full Page $4,120 $3,625 $3,080 


1/2 Page $2,420 $2,135 $1,815 


Back Cover $5,170 $4,550 $4,000 


* Premium positions available upon request. 
* Rates listed above are charter rates for 1998 only. 


Contact Information: 


CyberActive Publishing, Inc. 
64 Danbury Road, Suite 500 
Wilton, CT 06897-4402 USA 
203.761.6150 Main 
203.761.6184 Fax 
http://www.licensingweek.com. 


eyber\CIlIVE 


PUBLISHING, INC. 


Department 


Publisher/Pres.: 
Advertising: 
Marketing: 
Editorial: 


Contact 


Hal Halpin 

Bill Kelchner 
Jessica Powers 
Jeff Tschiltsch 


Email Address 


Direct Line 


hal @licensingweek.com 

bill @licensingweek.com 
jessica @licensingweek.com 
Jefft @ licensingweek.com 


203.761.6169 
203.761.6164 
203.761.6186 
203.761.6182 
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www.gamejobs.com www.gamejobs.com www.gamejobs.com ww / 
9 g ! 9 J | Blizzard Entertainment is on a quest to 


| create the best games in the world with the | 
| best people in the industry. If you have a 
| fiery passion to forge the stuff of legends, 


| then it’s time to show us what you are 
ENTERTAINMENT | made of. 


Positions in Northern California: 


Game Developers (Win95/NT, C/C++, 80x86, 3D, Networking) 
Character Artists (3DS Max, Character Animation, Concept Work) 


Send Resumes & non-returnable portfolios and reels to: 


Blizzard North | 
Attn: G.W. Jones 

570M EI Camino Real, #506 

Redwood City, CA 94063-1296 


Positions in Southern California: 


Game Programmers (Win95/NT, C/C++, 80x86, 3D, Networking) 
Character Artists (Great Portfolio, 3DS Max, Photoshop, Attn. to Detail) 
Cinematic Artists (Killer Reel, 3DS Max, Character Animation, 
Photoshop) 

Webmaster (Native HTML, Excellent Writing Skills, Graphic Design 
Background) 


Send Resumes & non-returnable portfolios and reels to: 


Blizzard Entertainment 
Attn: Gary Wallace 
P.O.Box 18979 

Irvine, CA 92623 


gamejobs.com www.gamejobs.com www. gamejobs.com www.gamejobs.com www.gamejobs.com 
u102'sqofauieB mmm woo'sgofaweb www uo9'sqofauieB www woo'sqofaweb mmm Wwoos'sqofeweb 


World Opponent 


Network 
GameWEEK has a current subscriber base of over 61,000 www.won.net 
interactive entertainment industry professionals. In addition to 
the Buyers, Executives and Managers that read the maga- 1 : 
zine, GameWEEK also enjoys a readership of Developers, WON (World Opponent Network) is looking for 
Programmers, Artists, and Sales and Marketing Reps.; in a highly motivated PR Manager. Create, plan & 
short, just the people you need to fill your team roster. Stop coordinate publicity campaigns for Cendant's 
wasting outrageous sums of money in consumer and enthu- multi-player gaming site. Position is located in 


siast magazines only to reach unqualified and inexperienced 
individuals. 


Seattle, WA. Position requires prior PR 
experience (3 + years); Internet and gaming 
Here's just some of the positions you can fill: experience preferred. 


*Product Managers *Marketing Mail, fax or e-mail your resume to: 
*Public Relations *Artists / Graphic Design 


*Programmers *Sales & Manufacturers Recruiting GW-WON/798 
Reps 3380 146th Place SE, Suite 300 

Bellevue, WA 98007-6472 

Fax- 425-641-7617 

recruit@sierra.com 


Call Mark Benoit at (203) 761-6159 
and John Ellertson at (203) 761-6163 
to start reaching professionals! 


September 15, 1998 


Cyber Active Publishing Is looking for qualified. Candidates TO 
add to its sales statt based in uur east coast offices in Wilton, 
Cl as well as vur new VVest Luast ufflce. Vve have upenings 
in the following positions: 


Sales Manager GarneVVEEK 15 vukiny for the yh individual 
who will be respunsible tor manaying, maintaining, arid estab 
lishing relationships with tirst and thira-party suftware manu- 
tacturers. Previuus advertsing sales experience IS required. 
as is a wurking knowiedge of the yamirg industry. (West 
Coast Offices] 


Sales Account Executive: "his position should have exper" 
ence in ~dvertising 52' and/or the gaming industry 
Proffesional arid energetic phone skills a must. [East Coast 
Offices) 


If you think you're up to the task please submit resumes to: 


ADVERTISING DEP" 

Bill Kelchiner Ad Dir 
Cyberauuive Publishing, Inc. 
64 Danbury Road, Suite 500 
Wilton, انا‎ 7 

bill@yar eweek.com 


Are you High 
Performance? 


Are you respected for your cre- 

ative vision? Admired for your 

ability to get the job done? GT 

is looking for high-octane indi- 

viduals who would enjoy work- 

ing on front line (top tier) products. If you are a SERIOUS GAMER and 
are looking to create the hottest games in the market and become a part 
of entertainment history, we want to talk to you. We are looking for tal- 
ented individuals in the following areas: 


* Artists 

* Technical Writes 

* QA Testers/Leads 
* Software Engineer 
* Sound Engineer 


* Business Unit Head 

* Product Marketing 
Managers - All Levels 

* Producers - All Levels 

* Localization Manager 


Opportunities available in: New York City, NY, Salt Lake City, Utah, 
Seattle, Washington, & San Francisco, California 


Join the ranks of GT Interactive Software and enjoy a spine tingling, 
twisted, creative environment. We offer comprehensive salaries and 
benefits. 


Serious Gamers only! 
For consideration, please submit your resume to: 


GT/HR - Games 

417 5th Avenue 

New York, NY 10016 
Ksaab @ gtinteractive.com 


GameJobs 
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CyberActive Publishing is looking for qualified candi- 
dates to add to its editorial and production staff 
based in our east-coast offices in Wilton, CT. If you 
have a desire to work in a fast paced, team oriented 
and fun environment please contact us. We have 
openings in the following positions: 


Associate Editor: This position will be responsible for 
writing news articles, feature stories and game 
reviews and previews for our flagship publication, 
GameWEEK. A degree in English, Journalism or 
Communications is preferred along with a working 
knowledge of the business side of the interactive 
entertainment industry. (East Coast Offices) 


Production Artist: This position will contribute to the 
layout, design, and overall look of GameWEEK and 
other CyberACTIVE projects. Knowledge of Quark, 
Photoshop and Illustrator in a Mac environment is a 
must. (East Coast Offices) 


Senior Editor: GameWEEK is also looking for a qual- 
ified, dedicated west-coast editor to handle hard-hit- 
ting news stories, in-depth feature articles, and criti- 
cal reviews/ previews. This person must be based in 
the San Francisco Bay area and have an extensive 
knowledge of the interactive entertainment industry. 
Hesponsibilities will include making industry contacts, 
visiting companies in the area and, of course, playing 
the latest games. (West Coast Offices) 


If you think you're up to the task please submit resumes to: 


EDITORIAL DEPT 

Reilly Brennan, Mg. Editor 
Oyberactive Publishing, Inc 
64 Danbury Road, Suite 500 
Wilton, CT 06897 
reillyagameweek.com 


A A A RE AG 
NIGHTLIFE 
VIDEO GAMES 


RIBUTOR OF NEW & U 


Action Software is 
your source for 
CD-ROM software. 
We are an interna- 
tional distributor of 
CD-ROM software. 


We offer the ) VIDEO GAM 


New Releases, Store Openings, 


. Call for weekly specials. 
Closeouts, Specials 


PC Games * Reference * Children's « Adult 


Top SSS Paid for Used Games 


Check out our fantastic prices and titles at: Largest Selection of Game Accessories 


www.actioncd.com Many SNES and Genesis Titles Still Available! 


No Order to Small! (800) 543-9427 © (201) 498-1440 © Fax (201) 498-1474 


NINTENDO 64 PlayStation 
SEGA SATURN 


(440) 942-9091 


c2 SEGA | 
WHERE CAN YOU GET Nd 
VIDEO GAMES 
FOR 


reme Special ell! 


$12.00 & 13.00 
A MONTH??? 


PHASE II 


THAT'S WHERE!!! 
N-64, PSX, ACCESSORIES 


X-Treme International Inc. 
9843 Sierra Canyon Way 
Las Vegas, NV 89117 


PSX IMB - 
Analog Rumble 15 slot memory 
Power Pad card #91000 
491230 ( e) (40Pcs/Case) 
(30 Pes/Case) $4.50/EA $5.50/EA 
$15.00/EA 


We also offer resurfacing 
for Compact Disc 
Any Format: 


PSX Dual 


(800) 421-4263 
(228) 475-3762 FAX 


N64 IMB 
Memory 
Card #93100 
(60Pcs/Case) 
$5.50/EA 


N64 Rumble 
Unit #93400 
(40Pcs/Case) 
$4.50/EA 
Wanted - Wanted 
We Buy Games 
Cash N64 Programmable 
New - Used, Hardware - Software - Accessories Joypad 493220 
Gameboy - Super Nintendo - Sega Saturn (30Pcs/Case) 
Playstation - N64 $11.00/EA 


MANCHESTER GAMES 
TEL: (213) 627-7259 ^ FAX: (213) 627-8083 


PSX Multiplayer Adapter 
#91410 (30Pcs/Case) 
$17.00/EA 


Order Hot Line: (702) 683-4389 
Fax: (702) 838-0060 


We've Created P.R. Success for Some of the World's Top Computer Game Companies, CD-ROM Titles 
and Quality Game Peripherals, Including: 
* Hasbro Interactive (Monopoly, Scrabble and Battleship) 
* Jasmine Multimedia (Vid-Grid and The Wild, Wild West) 
* Multicom Publishing (National Parks, Wines of the World and Good Housekeeping Cookbook) 
* Panasonic Interactive (Discovery of the Titanic) 
* RMC Interactive (NHRA Drag Racing) 
* SoftKey Software (KeyMap, American Heritage Dictionary and Calendar Creator Plus) 
* Sound Source Interactive (Land Before Time, An American Tale, Babe and Lost In Space) 
* Suncom Technologies (SFS Throttle, SFX Controller and the Atom Mouse) 


Call Us Now! Were the Game Industry Pros! 


We'll get the your interactive games, CD-ROM titles and 
game peripherals deserve so you can stand out from the crowd! 


Phone: 800-470-IDEAS e 818-343-6365 © E-mail: abrams@pacbell.net e www.abrams-creative.com 


ABRAMS/ ZEW, SERVICES 


ble Li] 
TRIBUTOR. 


attention 


DEALER 


Gall Us & Request For 
A Wholesaler Price List 


expert 


TEL ; (949) 367-1090 

FAX : (949) 367-1045 

EMAIL: compue fea.net 
WWW.compuexpert.com 


TALENTED MAGAZINE DESIGNER NEEDED FOR VIDEO GAMES PUBLICATION 


JOB DESCRIPTION: Responsible for maintaining and developing the creative strategy for a new publishing company and 
overseeing its implementation. Leading a team of designers to successfully complete multiple design projects on deadline. 
Build and manage the design staff; will establish the content and publishing schedules and allocating creative resources. 
Create magazine layouts, promotions and other marketing materials, helping to maintain a consistent voice for the company. 


REQUIREMENTS: expert knowledge of key digital design tools such as Quark, Photoshop, Illustrator and Freehand. 
Experience managing creative professionals, and an understanding of magazine development and production processes. 
Strong creative vision, outstanding people skills and relentless enthusiasm. Ideal candidates will possess a good under- 
standing of computers & software, extensive knowledge of video games, a proven track record of successful video games 
magazine design and play video games as a hobby. 


Send resumes and work examples to: Human Resources, Millennium Publications, 32123 Lindero Canyon 
Road, Suite 218, Westlake Village, CA 91361 editorial@gamersrepublic.com Fax: 818 889 4606 
We are an equal opportunities employer 


Immediate opening at 
Chicagoland software distributor 
for game buyer/customer service rep. 
Retail & buying experience preferred. 


Call Al at 
(800) 688-3383 ext. 153 


4 Inch $545.00 3 Inch $435.00 
2 Inch $325.00 1 Inch $215.00 


*One time ad rates shown. 
Call (203) 761-6163 for savings on extended rates! 


HOW'S THIS SOUND? 


We resurface CD-ROMs, PSX, Saturn, DVD, 
any format of compact disc. 
So you can put them back into rental or sale. 


Shield your disc for 9 
We carry new N64 and PSX games. 
Also one of the best selections in DÉI movies 
at incredibly low prices: 


805-294-Play 
800-909-4368 
Call Max at Ext. 48 


"Everything we've heard from 
them has been phenomenal!" 
-Scott Page, 7th Level 
"...a joy to work with...versatility 
and professionalism: a real asset..." 
-Thomas Dolby, Headspace 


© Soundtracks e Sound Design 
© ISDN Equipped e Voice Recording 
WELL DO THE SAME FOR YOUR PROJECT. 


5 VOICE oF tHe ARTS 


1-888-AUDIO45 


HTTP://WWW. VOICEOFTHEARTS.COM 


DOES YOUR 
PUBLIC RELATIONS FIRM 
EVER Do 


Ever wonder why 

some of the legendary games, names and companies 
in the Interactive Entertainment industry 

receive so much positive press? 

Well, here's our trick of the trade... 

WE BEND OVER BACKWARDS FOR OUR CLIENTS. 
TSI Communications Worldwide 

delivers extraordinary results 

with a dedicated team of professionals 


who live, eat and breathe the industry. 


At TSI, we build leaders and create legends. 


TSI Communications WorldWid* 


475 PARK AVENUE SOUTH, NEW YORK, NY I00I6 
PHONE: 212.696.2000 Fax: 212.696.2733 


www.tsipr.com/iegroup.html 
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The Last Word 


September 15, 1998 


By Gilles Dana, Senior Vice President, Publisher, Simon & Schuster Interactive 


e established Simon & 
Schuster Interactive five years 
ago. As an off-shoot of one of 


America’s largest entertainment pub- 
lishers (Simon & Schuster, Inc.), we were 
something of a unique start-up in the 
then burgeoning new CD-ROM soft- 
ware market. Buyers, retailers, and 
salespeople were forever asking us 
“What does a book publisher know 
about software?” 

Today, after abundant success with 


Star Trek, Richard Scarry, Starship Titanic 
and forthcoming bonanzas such as Joy of 


Cooking (joint venture with 
CompuWorks /GT Interactive) and 
Sabrina The Teenage Witch (joint venture 
with Knowledge Adventure /Cendant), 
we no longer get questions about what 
we are doing in the software business. 
In fact, there are a lot of similarities 
between the two businesses. And as 
software jumps onto the mass-market 
stage with titles such as Deer Hunter and 
Barbie, one could make the case that the 
two businesses start to blend. 

From the outset, all we heard was 
how important it was to have strong 
brands. This was nothing new to us. In 
publishing the brand is best known as 


the author. Our authors don’t appreciate 
being lumped in with utility applica- 
tions or a hardware peripherals — but if 
calling Douglas Adams a brand closes 
he sale — you can call Douglas Adams 
a brand! 

Even without the author, at Simon & 
Schuster we have re-packaged and sold 
randed content in all forms. Star Trek is 
the most successful book line in the his- 
tory of publishing. We sell a Star Trek 
book somewhere in the world every 13 
seconds. Our mass-market 
division is constantly on the 
lookout for strong licenses. 
As a division of Viacom, Inc. 
we don’t have to look far for 
such properties. 


SABRINA THE TEENAGE WITCH 


This fall we will release 
Sabrina The Teenage Witch : 
Spellbound, a wonderful new 
adventure game for girls. 
The hit ABC-TV series, a 
Viacom Production, is num- 
ber one with girls 2-18. 
Archway Paperbacks 
(Pocket Books), our sister 
division, is currently launch- 
ing a new mass market series 
of Sabrina paperbacks. Our 
software will be a natural 
brand-extension of the show 
and the books. Not only will 
it feature the voice of Sabrina 
star, Melissa Joan Hart, but 
also the voice of every major 
cast member on the show. 

Geffen Records will 
release a special Sabrina The 
Teenage Witch audio CD this fall incorpo- 
rating music from the show and special 
appearances by such new artists and 
such established acts as the Spice Girls. 
Simon & Schuster Interactive, Archway 
Paperbacks and Geffen Records are 
cooperating in an enormous promotion- 
al contest. As a first prize, some lucky 
individual will be flown to Hollywood 
to record their very own single in 
Geffen's studios. 


STARSHIP TITANIC 


It was a different kind of magic at 
work this spring, when Douglas Adams 
launched Starship Titanic a graphic 
adventure game that relied on a revolu- 


tionary new text-parser engine known 
as ‘Spooki-talk.” Douglas dubbed the 
parser ‘Spooki-talk’ because the more 
you converse with the animated charac- 
ters in this adventure game the more 
you begin to believe your are having an 
actual conversation with them. 

Starship Titanic was unlike anything 
we have every done at S&S Interactive. 
A joint venture with Douglas’ company, 
The Digital Village, Starship Titanic has 
been an enormous critical success. The 
game was published simultaneous in 
the UK, Scandinavia, the Netherlands, 
Germany, Australia and Israel. 

You could describe our effort with 
Starship Titanic as brand building. We 
used the author/creator and our skills 
as PR marketers to create an enormous 
awareness for Starship Titanic — televi- 
sion, national and local print, even radio 
interviews and promotions spread the 
word about Starship Titanic. 


JOY OF COOKING 


Joy of Cooking is nothing if not a 
brand. Perhaps better described as an 
institution, Joy , the mother of all cook- 
books, is 68 years old. Last year our 
trade division sold more than a million 
copies of the $30-newly-revised edition. 
This hardcover book became a number 
one New York Times Bestseller and con- 
tinues to sell at record volumes. 

Along with our partners at 
CompuWorks we will release Joy of 
Cooking the CD-ROM Edition. No cook- 
book software has a brand to leverage as 
strong as that of Joy. 


RICHARD SCARRY'S BUSYTOWN 


We couldn't be a publisher without a 
kid's line. And Richard Scarry's Busy 
Town is our ‘family’ brand. We have 
published four titles in this line. Simon 
& Schuster Children's does several 
series of books; Nickelodeon and 
Showtime (both Viacom companies) air 
the popular television series and our 
Paramount Parks division supports the 
brand in their theme parks. 

This year marks the 35th Birthday of 
the Busytown characters — Huckle, 
Lowly Worm, Sargeant Murphy, Hilda, 
Mr. Frumble, Mr. Fix-it and the whole 
gang-and to mark the occasion Viacom 
Consumer Products has launched a 
national mall tour. Here at Simon & 


Schuster Interactive we are venturing 
into new territory with a seasonal prod- 
uct. Taking a lesson in mass-marketing 
from our print and television divisions, 
we decided to launch Richard Scarry's 
Best Christmas Ever CD-ROM. 


STAR TREK 


For us, Star Trek has always been our 
brand. It came to us as a mass market 
publisher. We've been in the Star Trek 
business longer than any other licensee. 
Our first and formative success in soft- 
ware was Star Trek The Next Generation M 
Interactive Technical Manual, a 500,000 
copy bestseller, based — not on a TV 
episode or a movie-but on a popular 
trade paperback from Pocket Books. We 
are one of the first publishers to venture 
into the experimental world of interac- 
tive episodes. Our PC and MAC ver- 
sions of Star Trek™ Klingon and Star 
Trek™: Borg are still two of our most 
popular skus. 

Our sell-line for Creator is a close 
approximation of our corporate philoso- 
phy — Don't Dream it Build It — espe- 
cially if it's mass market. 
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It’s you, your tank, and the U.S. Army going to war in 
the heat soaked deserts of Tunisia. Spearhead puts you 
in charge of the Army's hest armored weapon, the 
M1A2, immersing you in intense battles with state-of 
the-art graphics and innovative adrenaline-pumping 
gameplay. Stop playing around, it’s time to go to work. 


Features 3D accelerated graphics for 3Dfx® and Power VR? 


Competitive gameplay for novice through hard-core 
players. 


CHE E A P Tei desert campaign. سيب‎ 


Contact your Interactive 
Magic sales manager for 
additional information. 
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reserved. Spearhead is a trademark and Interactive Magic is a GE trademark of Interactive Magic, Inc. ©1998 Interactive Magic, Inc. All rights reserved. 
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Made with love: by 


<EUROMAG- 


Our goal is to preserve classic video game magazines so that 
they are not lost permanently. 


People interested in helping out in any capacity, 
please visit us at retromags-com: 


No profit is made from these scans; nor do we offer anything 
available from the publishers themselves: 


If you come across anyone selling releases from 
this site; please do not support them and do let us know: 


Thank you! 


